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Behind  This  Logo  Is  Britain's  Fastest  Growing 
Top  Twenty  Pharmacy  Sales  Company 


It  takes  innovative  thinking, 
untold  patience  and  total 
dedication  to  create  genuinely 
useful  medicines. 

Yet,  at  Janssen,  we  have  a 
reputation  for  achieving  it  with 
astounding  regularity. 

The  company  was  founded  in 
1953  by  Dr  Paul  Janssen,  a  man  of 
outstanding  vision.  Since  then  our 
research  teams  have  synthesized 
70,000  original  chemical  entities 
which  have  led  to  the  introduction 
of  over  70  medicines. 


On  average  that's  a  new 
medicine  every  six  months.  A 
remarkable  success  rate  in  this 
complex  and  critical  field. 

But  perhaps  our  greatest 
successes  are  in  the  areas  of 
pharmacy  sales  and  non- 
prescription medicines.  Here  the 
Janssen  research  programme  has 
supported  the  trend  towards 
self-medication  by  consistently 
turning  sound  research  into 
functional  reality. 
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COMMENT 


In  a  recent  Comment  following  the  Government's 
unilateral  imposition  of  a  parallel  import  discount  on  all 
pharmacist  contractors  from  May  1 ,  whether  active  or 
not,  we  suggested  the  likely  outcome  was  that  such  trading 
would  increase.  Indeed  Xrayser  this  week  protests  at  being 
forced  to  indulge  in  parallel  importing  while  finding  it  difficult 
to  accept  that  "innocent  pharmacists"  have  no  redress  in 
law  against  the  DHSS.  We  also  suggested  that  trade  in 
products  of  dubious  origin  might  swell  as  the  extra  business 
mopped  up  the  pool  of  bona  fide  licensed  products.  Since 
then  we  have  had  evidence  of  some  illegal  trading  as  well  as 
action  by  the  DHSS  drawing  pharmacists'  attention  to  an 
unlicensed  product  that  apparently  failed  a  BP  dissolution 
test  for  Diabinese. 

It  is  difficult  to  tell  whether  the  DHSS  action  was 
window  dressing  —  a  show  of  force  to  discourage  potential 
miscreants;  the  culmination  of  much  sleuthing  by  a 
hardpressed  licensing  division,  or  a  tip  off  by  a  disillusioned 
"straight"  importer.  If,  as  we  are  given  to  understand, 
trade  in  unlicensed  medicines  has  been  going  on  unabated, 
then  the  DHSS  action  was  timely.  But  the  Department 
must  continue  its  vigilance  and  enforce  the  licensing  laws 


rigourously  to  protect  both  the  public,  and  a  few 
pharmacists  and  importers  from  themselves. 

The  Government  regularised  parallel  importing  back  in 
1984  with  new  legislation.  Since  then  we  have  regularly 
published  details  of  products  licensed  for  import  to  specific 
companies  so  that  pharmacists  can  trade  with  confidence 
within  the  law.  We  will  shortly  produce  a  comprehensive 
update  of  that  listing.  And,  in  the  wake  of  the  new  practices 
we  examined  importing  at  home  and  on  the  Continent  Qune 
28, 1986)  and  found  the  method  and  will  existed  to  deal  in 
sound  product  for  the  benefit  of  the  taxpayer.  In  Europe, 
Stephar  were  found  to  satisfy  stringent  Dutch  Government 
requirements  and  to  be  bringing  a  decade  of  European 
experience  to  the  UK  market.  And  the  Association  of 
Pharmaceutical  Importers,  acting  for  various  UK 
companies,  had  set  up  an  umbrella  body  to  monitor  and 
administer  much  UK  importing  to  a  similarly  high  standard. 

We  do  not  believe  that  the  standards  and  expectations 
expressed  then  are  any  less  relevant  now.  All  importers 
have  an  interest  in  maintaining  the  highest  standards  of 
practice  as  long  as  medicine  cost  differentials  are  allowed 
to  exist  by  manufacturers  or  governments. 
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NEWS 


Antibiotics  next  for 
POM  to  R  says  Astill 


Pharmacists  can  be  entrusted 
with  a  limited  range  of  antibiotics 
for  pharmacy  only  sale  without 
any  significant  reduction  in  public 
safety,  according  to  National 
Pharmaceutical  Association 
director  Tim  Astill. 

Mr  Astill  suggested  antibiotics 
were  the  next  candidates  for  the 
"POM  to  P  switch"  when  he 
addressed  the  Royal  Society  of 
Medicine's  Library  (Scientific 
Research)  Section  last  week.  He 
emphasised  the  breadth  and  depth 
of  the  pharmacist's  education, 
pointed  out  that  the  pharmacy 
degree  course  now  included  more 
therapeutics  and  clinical  studies 
than  ever  before,  and  told  his 
audience  that  a  GP  had  admitted 
to  him  that  "pharmacy  could 
hardly  make  a  bigger  mess  of 
supplying  antibiotics  than  the 
medical  profession! 

Mr  Astill  said  there  would  be 
adverse  reaction  in  a  very  small 
minority  of  patients  and  that  there 
would  be  a  small  risk  of  developing 
resistant  strains  of  bacteria,  but 
he  produced  a  range  of  products 
which  he  had  personally 
purchased  without  prescription  in 
a  number  of  pharmacies  in  Spain 
while  on  holiday  there  last  year. 

Some  of  those  products 
contained  antibiotics  and  all,  he 
said,  would  be  POM  if  marketed  in 
the  UK.  He  said  that  he  had  been 


Talk  of  an  alternative  way  to  fund 
the  NHS  has  created  a 
"smokescreen"  to  obscure  the 
real  questions  of  resources  says 
the  Association  of  Community 
Health  Councils  in  a  report 
published  this  week. 

'  'The  debate  about  insurance 
schemes,  vouchers  or  internal 
markets  is  irrelevant.  Instead 
there  should  be  proper  and 
informed  discussion  about  how 
much  money  the  public  at  large 
want  to  see  devoted  through 
taxation  to  its  health  service, ' '  the 
ACHC  says. 

The  report  concludes  that  the 
existing  financial  framework  of  the 
NHS  provides  an  "equitable 
system  "  of  delivering  health  care . 
"Radical  change  can  only  be 
justified  if  modest  administrative 
reforms  and  increased  central 
funding  will  not  solve  the 
resourcing  problems, ' '  it  says. 


unable  to  discover  whether  the 
OTC  supply  of  the  products  in 
Spain  had  been  against  the  law, 
but  it  seemed  that  all  Spanish 
pharmacists  were  prepared  to 
recommend  and  sell  antibiotics 
with  no  apparent  evidence  of 
widespread  resistant  infections. 

During  the  discussion  after  Mr 
Astill' s  talk,  Mr  Ainley  Wade  of 
the  Royal  Pharmaceutical 
Society's  Department  of 
Pharmaceutical  Sciences,  said 
that  all  EEC  countries  had  a  POM 
list  similar  to  that  in  Britian  but  in 
most  countries  there  was  little 
effort  to  enforce  it. 

In  its  submission  to  the 
Nuffield  Inquiry,  the  NPA  had 
suggested  three  criteria  for 
transferring  medicines  from  POM 
to  P:  low  incidence  of  toxicity  and 
side-effects;  proven  efficacy,  and 
a  new  category  of  POMs  available 
for  pharmacists  to  sell  without 
prescription  for  long-term 
treatment  of  chronic  conditions 
initially  diagnosed  by  a  physician. 
"Surely",  he  said,  "it  is  better  for 
a  patient  to  see  a  qualified 
pharmacist  from  time  to  time  than 
an  unqualified  receptionist". 

Mr  Astill  also  suggested  that 
serious  consideration  be  given  to 
making  oral  contraceptives 
available  from  pharmacies  without 
prescription,  and  also  releasing 
certain  products  for  the  treatment 


The  ACHC  says  revenue 
allocations  have  been  inadequate 
for  the  last  four  years,  quoting  a 
shortfall  of  between  £1.9bn  and 
£'3.2bn  depending  on  whether 
' '  so-called  efficiency  savings ' '  are 
included.  "An  annual  increase  in 
real  expenditure  of  around  2  per 
cent  is  needed,  if  services  are  to 


A  trial  scheme  in  which 
optometrists  report  adverse 
reactions  is  to  continue  for  a 
further  two  years  and  will  be 
extended  to  include  over  3,000 
dispensing  opticians. 

The  Committee  on  Dental  and 
Surgical  Materials  is  asking  these 
groups  to  report  problems  arising 
from  the  use  of  contact  lenses, 
contact  lens  related  products  and 


of  recurrent  conditions  where  the 
patient  was  familiar  with  the 
symptoms  and  capable  of  self- 
diagnosis.  Examples  here  might 
be  sulphamethiazole  for  the 
treatment  of  cystitis  and 
amphotericin  and  nystatin  for  the 
treatment  of  candidosis. 

Also  on  Mr  Astill' s  POM  to  P 
list  were  nicotine  chewing  gum  or 
lozenges. 

Giving  an  industry  perspective 
John  Wells,  executive  director  of 
Proprietary  Association  of  Great 
Britain  suggested  that  POM  to  P 
switches  could  be  very 
straightforward  arising  out  of 
everyday  practice.  For  example  in 
the  '50s  antihistamines  had  been 
switched  from  the  then  Schedule 
4B  to  P,  because  patients  with 
hayfever  recognised  their 
problem  and  its  treatment,  and 
could  self-medicate  under 
pharmacist  supervision. 

He  said  the  process  of 
deregulation  was  too  slow  in  the 
UK.  And  when  deregulation  did 
occur,  unless  new  indications 
were  introduced,  such  drugs  did 
not  expand  the  market. 

Mr  Wells  said  also  that  when 
innovations  were  brought  in, 
such  as  the  use  of  promethazine  as 
an  over  the  counter  sleep  aid, 
unless  the  product  was  advertised 
to  the  public,  potential  sales  were 
lost. 


be  maintained  at  an  adequate 
level,"  the  report  says. 

The  Association  says  it  is 
convinced  that  financing  the  health 
service  from  general  taxation  is 
the  most  efficient,  equitable  and 
economic  method.  But  it  says  the 
present  NHS  problems  are 
serious. 


other  ophthalmic  products. 
Special  optical  yellow  cards  are 
being  provided. 

Before  optometrists  became 
involved  in  1985,  doctors  were 
able  to  report  adverse  reactions  to 
contact  lenses  and  associated 
products.  Between  1979-87, 188 
reports  were  received  —  93  from 
doctors,  mainly  ophthalmologists, 
and  95  from  optometrists. 


Hospital  role 
under  review 

Minister  for  Health  Tony  Newton 
has  announced  a  number  of  DHSS 
projects  looking  into  aspects  of  the 
future  role  of  hospital 
pharmacists. 

Under  the  auspices  of  the 
DHSS  Manpower  Planning 
Advisory  Group  and,  in  Wales,  the 
Welsh  Manpower  Steering 
Group,  the  DHSS  is  to  conduct  an 
attitudinal  study  among  female 
pharmacists,  with  a  workshop 
with  pharmacy  managers  in  the 
Autumn,  based  on  its  results.  Mr 
Newton  said  that  an  in-depth 
study  of  the  hospital  pharmacy 
skill  mix,  which  is  a  likely  start 
early  next  year,  will  build  on  these 
two  initiatives. 

In  his  answer  to  MP  Chris 
Smith's  question  about  the 
current  shortfall  of  hospital 
pharmacies  in  UK  hospitals  and 
the  effect  on  patient  care,  Mr 
Newton  said  that  it  was  for  health 
authorities  to  fix  staffing  levels. 

No  cost 
comparison! 

The  costs  of  dispensing  by 
doctors  and  pharmacists  cannot 
be  directly  compared  and  that's 
official  —  twice! 

Questions  on  the  relative  costs 
of  dispensing  by  the  two 
professions  were  posed  in  both 
houses  of  Parliament  last  week,  in 
the  Commons  by  MP  Andrew 
Mitchell  and  in  the  Lords  by 
Dispensing  Doctors  Association 
patron  The  Countess  of  Mar. 

In  the  Commons,  Health 
Minister  Tony  Newton  said  the 
cost  per  prescription  of  drugs  and 
appliances  dispensed  by  doctors 
and  pharmacists  was  £3.81  and 
£3.98  respectively.  The  DHSS 
had  received  a  few 
representations  from  dispensing 
doctor  interests  to  the  effect  that 
dispensing  by  doctors  is  less 
expensive,  Mr  Newton  said. 

' ' However,  it  is  not  possible  to 
make  such  a  comparison  because 
the  remuneration  arrangements 
for  GPs  do  not  permit  the  precise 
separation  of  dispensing  from  non- 
dispensing  costs".  Mr  Newton 
pointed  out  that  some  of  i 
dispensing  doctors  expenditure  on 
staff  and  premises  are  directly  and 
separately  reimbursed. 

A  similar  reply  was  given  in  the 
Lords  by  Parliamentary  Under- 
Secretary  Lord  Skelmersdale, 
who  added  that  the  gross  amounts 
paid  to  pharmacists  and  doctors, 
specific  to  the  costs  of  dispensing, 
are  estimated  at  £1,853. 5m  and 
£144m  respectively  in  1987-88. 


Funding  debate  a  'smokescreen' 


Opticians  to  report  ADRs 
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Instalment  supply 
rules  outlined 


Regulations  coming  into  effect  on 
June  6  make  various  changes  to 
pharmacists'  terms  of  service  and 
the  prescribing  of  Controlled 
Drugs  by  instalments. 

The  NHS  (General  Medical 
and  Pharmaceutical  Services  and 
Charges  for  Drugs)  Amendment 
Regulations  1988  (SI  No  866, 
HMSO  £0.85)  require 
pharmacists  to  provide  drugs  or 
medicines  against  a  prescription 
supplied  by  a  health  authority. 
They  also  prevent  European 
pharmacists,  without  the 
necessary  knowledge  of  English, 
from  applying  to  a  Family 
Practitioner  Committee  to 
provide  pharmaceutical  services. 

Prescriptions  for  the  supply  by 
instalments  of  a  Controlled  Drug 


for  the  treatment  of  addiction  to 
another  Controlled  Drug  must  be 
written  on  a  special  form  supplied 
by  the  FPC  and  must  be  for  no 
more  than  14  days'  supply.  The 
doctor  must  specify  the  number  of 
instalments  to  be  dispensed  and 
the  interval  between  each 
instalment,  and  the  form  must 
only  be  used  for  supply  by 
instalments. 

The  Regulations  stipulate  that 
if  a  drug  is  ordered  on  a  single 
prescription  for  supply  by 
instalments,  only  one  charge  of 
£2.60  is  made  on  the  first  supply. 

Further  Regulations  enable 
district  health  authorities  or 
special  health  authorities  to 
remunerate  pharmacists  for 
supplying  drugs,  medicines  or 


3i  _ 


'This  takeover  business  is  getting  ridiculous.  It  now 
seems  you  need  a  prescription  to  buy  a  tube  of 
Smarties?' 


listed  appliances  ordered  by  a 
doctor  in  carrying  out  the 
authority's  functions  under  the 
NHS  Act  1977.  The  NHS 
(Payment  of  Remuneration  - 
Special  Arrangement)  Order  1988 
(SI  1988  No  865,  HMSO  £0.45) 
also  comes  into  effect  on  June  6. 


NCC  chairman  calls  for 
cosmetic  allergen  pack  Hashes' 


Cosmetics  should  have  large 
"flash"  labels  showing  whether 
they  are  free  of  known  allergens 
or  not,  according  to  National 
Consumer  Council  chairman  Mrs 
Sally  Oppenheim-Barnes  — 
formaldhyde  and  lanolin  are 
examples. 

Just  as  more  and  more  people 
wanted  clear,  informative  labelling 
on  food,  so  more  and  more 
wanted  to  know  whether 
cosmetics  and  similar  products 
contained  known  allergens,  Mrs 
Oppenheim-Barnes  told  guests  at 
the  annual  dinner  of  the  Cosmetic 
Toiletry  and  Perfumery 
Association,  giving  a  personal 
view. 

"Labelling  of  this  sort  may  be 
of  no  interest  whatsoever  to  many 
shoppers  —  and  ingredients 
labelling  can  also  be  costly,  a  point 
your  association  has  been  making 
to  the  Government,"  she  said. 
"In  the  US,  there  is  evidence  that 
long  lists  of  ingredients  mean 
nothing  at  all  to  some  shoppers.  It 
was  for  these  reasons  that  when  I 
was  Minister  of  Consumer 
Affairs,  I  was  opposed  to  labelling 
cosmetics  and  related  products 
with  their  ingredients. 

However,  Mrs  Oppenheim- 
Barnes  had  since  modified  her 
views  —  because  she  now 
suffered  from  an  allergy.  "And 
there  is  nothing  like  developing  an 
allergy  to  make  one  subjective  in 
one's  approach!" 

She  said  there  were  long  lists 
of  ingredients,  laid  down  in  both 
EEC    and    UK  legislation. 


stipulating  what  might  and  might 
not  be  used  in  cosmetics  —  all  with 
the  aim  of  protecting  the  safety  of 
users.  "But  this  may  not  be 
sufficent  to  protect  the 
unfortunate  few  who  are  allergic 
to  substances  which  are  harmless 
to  most  others.  Unless  they  know 
that  the  cosmetics  they  use  are 
free  of  these  allergens,  they  may 
well  find  their  dreams  of  beauty 
turning  into  a  real-life  nightmare  of 
illness. 

"For  the  industry  the  upside 
of  the  new  allergy  consciousness 
is  the  development  of  the 
widespread,  fast  selling  hypo- 
allergenic  ranges." 

"Dreams  of  beauty 

turning  into 
illness  nightmares" 

Mr  Oppenheim-Barnes  said 
she  also  wanted  to  counsel  the 
CTPA  members  against  going  too 
far  in  marketing.  It  was  only  a  few 
months  since  the  Advertising 
Standards  Authority  upheld  a 
complaint  from  a  member  of  the 
public  about  an  advertisement 
headed:  "Skin  losing  its  natural 
ability  to  renew  itself? 

The  advertiser  claimed  that 
their  "fresh  cell  extracts" 
product  promised  to  "fight  lines 
and  wnnkles  both  by  accelerating 
cell  renewal  and  by  restoring 
moisture  balance ' ' .  Upholding  the 
complaint,  the  Authority  observed 
that  material  submitted  to  them  by 
the  advertisers  had  failed  to 


substantiate  the  claims  made  and 
requested  that  the  claims  should 
be  withdrawn  until  they  could  be 
substantiated,  said  Mrs 
Oppenheim-Barnes. 

In  the  US,  where 
advertisements  had  made  such 
claims  as  "restructuring  the 
deepest  edpidermal  layers  of  the 
vulnerable  skin  around  eyes " ,  or 
boldly  used  the  phrase  "carries 
anti-age  agents  into  the  skin's 
cellular  structure",  certain 
sectors  of  the  cosmetics  industry 
had  recently  taken  a  sharp  knock, 
she  said.  "The  Food  and  Drugs 
Administration  told  the 
manufacturers  that  if  their  claims 
were  true,  then  their  products 
must  be  drugs  and  would  have  to 
be  subjected  to  lengthy  safety 
tests.  However,  if  they  could  not 
substantiate  their  claims,  then  the 
companies  concerned  should 
change  their  product  labelling. 

"A  few  days  ago,  we  heard 
from  the  FDA  of  the  outcome  of 
lengthy  negotiations  between 
themselves  and  the  cosmetics 
companies.  The  companies  have 
opted  to  revise  their  labelling . . ! 

Retiring  chairman  John  Barker 
reminded  guests  that  their 
industry  was  one  of  only  three 
manufacturing  sectors  producing 
a  positive  contribution  to  the 
balance  of  trade  —  £239m  on  a 
turnover  of  £1,660  billion  last 
year. 

The  dinner  was  preceded  by 
the  annual  meeting  when  John 
Sharpe  of  Elida  Gibbs  was  elected 
chairman. 


Measles  alert 

Measles  is  on  the  increase  and  the 
government  plans  to  urge  parents 
to  have  children  vaccinated  now 
rather  than  waiting  for  the  new 
triple  vaccine  due  out  this 
Autumn. 

In  the  first  19  months  of  this 
year  over  39,000  cases  of  measles 
have  been  notified  in  Britain  - 
more  than  double  the  number 
notified  in  the  same  period  last 
year.  Already  this  year  six 
children  have  died  from  the 
disease. 

The  Department  of  Health 
plans  to  issue  a  "measles  alert" 
letter  to  GPs  to  ask  them  to 
encourage  parents  to  have 
children  vaccinated.  Recently 
uptake  rates  for  the  measles 
vaccine  have  been  around  70  per 
cent:  the  DHSS  wants  to  achieve 
at  least  a  90  or  95  per  cent  uptake . 


Out  of  sight 

Lord  Winstanley  tabled  an 
amendment  to  the  Health  and 
Medicines  Bill  last  week,  to  allow 
the  sale  of  reading  glasses  from 
any  retail  outlets. 

He  and  Lord  Rugby  argued  the 
case  for  allowing  unregulated  sale 
of  reading  glasses  when  the  Bill 
received  its  second  reading  in  the 
House  of  Lords .  Summing  up  the 
debate,  Lord  Skelmersdale, 
Parliamentary  Under-Secretary 
for  Health,  said,  "I've  listened 
carefully  to  the  arguments  and 
have  to  say  I  do  not  throw  up  my 
hands  in  abject  horror.  One  cannot 
hold  the  view  that  the  eye  health 
of  the  nation  will  suffer  from 
charges  for  eye  tests  and  the  view 
that  the  uncontrolled  sale  of 
reading  glasses  should  be 
allowed. 

Manufacturers  are  taking  this 
to  mean  that  the  matter  has  not 
been  rejected  outright  and  that  it 
will  be  considered  further  at 
Committee  stage. 
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NEWS 


Peers  hear  plea  for 
greater  pharmacy  role 


Pharmacy  should  be  given  a 
bigger  role  in  primary  health  care 
and  not  subjected  to  competition 
from  new  businesses  established 
on  hospital  premises,  the  House 
of  Lords  was  told  last  week. 

Prominent  Peers,  including 
Lord  Hunter  of  Newington  (Ind) 
and  Lord  Kilmarnock  (SDP), 
championed  pharmacy's  cause 
when  the  Health  and  Medicines 
Bill,  primarily  designed  to 
introduce  charges  for  eye  tests 
and  dental  examinations,  secured 
an  unopposed  second  reading. 

Lord  Hunter  recalled  that  the 
White  Paper  on  primary  health 
care  had  advocated  a  bigger  role 
for  pharmacists.  Urging  their 
greater  involvement,  along  with 
nurses  and  opticians  in  the 
delivery  of  diagnostic  and 
therapeutic  services  in  practice, 
he  said:  "This  means  to  me  a 
substantial  transfer  of 
responsibilities". 

He  reminded  the  Government 
that  as  long  ago  as  1920,  a  report 
by  the  late  Lord  Dawson  of  Penn 
proposed  the  establishment  of 
health  centres  as  part  of  a 
comprehensive  programme  of 
community  and  personal  services 
involving  doctors,  dentists, 
pharmacists,   nurses,  health 


The  fourteenth  edition  of  the 
British  Pharmacopoeia  has  been 
published  by  Her  Majesty's 
Stationary  Office. 

This  new  edition  in  two 
volumes  contains  2,100 
monographs.  Of  these  some  495 
are  edited  versions  of 
monographs  now  included  in  the 
European  Pharmacopeia. 

Volume  I  deals  with  medicinal 
and  pharmaceutical  substances 
and  includes  infra-red  reference 
spectra  needed  for  identification  of 
many  of  the  materials:  these 
spectra  were  previously  published 
separately.  Volume  II  contains 
sections  on  formulated 
preparations,  blood  products, 
immunological  products, 
radiopharmaceutical  preparations 
and  surgical  materials.  Twenty 
four  appendices  detail  procedures 
for  testing  compliance  with  the 
standards.  The  "general  notices" 
which  provide  a  key  to 
interpreting  the  standards  appear 
in  both  volumes  on  tinted  paper. 

There  have  been  some  major 
changes  to  the  "Formulated 
Preparations"  section  which  have 
allowed  the  Pharmacopoeia 
Commission  to  concentrate  on 
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visitors  and  opticians. 

Lord  Hunter  said:  "Whether 
this  should  come  about  under  the 
district  health  authority  or  under 
family  practitioner  committees  is 
the  question.  But  in  my  mind 
there  is  little  doubt  that  it  should 
happen  and  would  put  us  in  the 
best  position  to  progress  into  what 
could  be  a  cheaper,  as  well  as 
more  effective,  service  than  the 
traditional  approach". 

Lord  Kilmarnock  questioned 
whether  Clause  7  of  the  Bill  could 
be  used  to  permit  a  pharmacy  with 
a  NHS  dispensing  contract  to  be 
opened  on  hospital  premises,  or 
for  the  hospital  itself  to  run  one. 

He  stressed:  "If  so,  that 
would  seem  to  go  against  the  spirit 
of  the  recently  negotiated 
pharmacists'  contract  which  I 
believe  should  be  given  time  to  get 
into  its  stride.  At  the  very  least  it 
would  seem  that  any  such 
development  should  be  subject  to 
the  normal  process  of  application 
to  the  subcommittee  of  the  FPC 
so  that  the  Government's  policy 
of  a  more  even  spread  of 
pharmacies  is  not  adversely 
affected". 

Lord  Kilmarnock  also  gave 
notice  that  during  the  committee 
stage  of  the  Bill  he  will  introduce 


producing  standards  that  will  apply 
to  a  range  of  products  of  similar 
type  rather  than  to  only  a  product 
manufactured  to  a  fixed 
formulation.  They  allow  greater 
flexibility  in  the  formulation  of 
many  official  preparations  so  that 
manufacturers  may  avoid  the  use 
of  auxiliary  ingredients  that  might 
from  time  to  time  become 
regarded  as  undesirable,  at  least 
in  certain  circumstances  or 
conditions.  The  greater  freedom 
in  formulation  also  allows  the 
development  of  more  stable  and 
possibly  more  palatable  versions 
of  certain  products.  Many  of  the 
fixed  formulae  included  in  earlier 
compendia  were  designed  for 
extemporaneous  dispensing. 
Over  the  past  two  decades  or  so 
manufacturing  such  preparations 
in  bulk  to  obviate  extemporaneous 
dispensing  has  grown  and  many  of 
the  traditional  formulae  have 
proved  inappropriate  for  large- 
scale  production  and  for  long-term 
storage.  The  greater  freedom 
that  is  conferred  by  the  new  policy 
allows  a  manufacturer  to  modify 
certain  aspects  of  the  formulation 
to  achieve  a  more  commercially 
acceptable  product.  This  freedom 


an  amendment  seeking  to  impose 
an  obligation  on  chemists  to  supply 
a  non-proprietary  medicinal 
product  unless  a  GP  insists  on  a 
proprietary  brand  being  used  - 
this  preference  being  indicated  by 
"putting  a  simple  tick  in  a  box". 

He  was  adamant  that  a  major 
boost  should  be  given  to  effective 
prescribing  either  through  generic 
substitution  by  pharmacists  of  by 
some  other  means. 

Lord  Winstanley,  health 
spokesman  for  the  Liberal  and 
Social  Democratic  Peers,  asked  if 
the  Bill  could  be  used  to  activate 
section  66  of  the  Medicines  Act  so 
as  to  give  pharmacists  greater 
freedom  in  regard  to  drugs,  and 
also  backed  a  suggestion  by  Lord 
Ennals,  who  spoke  from  the 
Labour  front  bench,  that  the  Bill 
should  be  used  to  facilitate 
prescribing  by  properly  qualified 
nurses. 

Lord  Skelmersdale,  Lnder 
Secretary  for  Health  and  Social 
Security,  forecast  that  the  new 
changes  for  sight  tests  and  dental 
examinations  would  prove  to  be 
just  as  enduring  as  those  for 
prescriptions,  despite  the 
opposition  expressed  by  the 
Government's  political 
opponents. 


is,  however,  accompanied  by  an 
increased  responsibility  to  ensure 
stability  and  acceptability.  Bntish 
Pharmacopoeia  1988.  Two 
volumes,  ppl624.  ISBN  0  11 
3208375.  Hardback  £130. 


Which?  way 
to  slim 

Which?  magazine  is  to  investigate 
the  whole  area  of  dieting  and 
slimming  aids. 

This  follows  their  investigation 
into  Slim  Sleep,  an  amino  acid 
based  tablet  advertised  for  mail 
order  sale  "so  you  can  actually 
burn  away  fat  while  you  sleep". 
This  advertisement  was 
withdrawn  following  complaints 
and  action  by  the  Advertising 
Standards  Authority. 

Nevertheless  Which? 'was  still 
able  to  obtain  tablets  accompanied 
by  a  leaflet  repeating  the  same 
claim.  A  complaint  was  lodged 
with  the  Trading  Standards  Office 
in  Westminster  where  the  product 
is  distributed. 


NSAID  trial 

A  fair  assessment  of  Relifex,  a 
non-steroidal  anti-inflammatory 
drug  containing  nabumetone 
introduced  by  Bencard  last  year, 
is  hampered  by  trials  using  below 
optimum  doses  of  competing 
products. 

This  conclusion  comes  in  the 
Drug  and  Therapeutics  Bulletin 
which  reviews  a  number  of  trials 
comparing  nabumetone  with 
aspirin,  sulindac,  ibuprofen, 
indomethacin  and  naproxen.  The 
Bulletin  published  by  the 
Consumers'  Association,  notes 
that  most  of  the  trials  have  been 
short  term  and  reported  as  part  of 
sponsored  symposia. 

In  one  study  for  its  use  in 
rheumatoid  arthritis,  nabumetone 
was  compared  with  naproxen 
250mg  twice  daily,  which  is  a 
relatively  small  dose,  according  to 
the  Bulletin. 


Derek  Laicson  (centre)  Secretary  of  the  Pharmaceutical  Society  of 
Northern  Ireland  was  asked  to  help  pick  the  winners  in  Winpharm 's 
fact  file  competition  recently  run  m  the  Province  for  pharmacy 
assistants.  The  first  entry  drawn  was  from  Ms  Amanda  Robinson, 
from  the  Lisnagclvin  Pharmacy,  Derry.  She  is  now  the  proud  owner  of 
a  Sony  midi  hi-fi.  With  Mr  Lawson  at  the  draw  were  Peter  Dixon  (left) 
and  David  Bunwoiih  from  Winthrop  Pharmaceuticals 
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Backbench 
fears  of  'two 
tier'  NHS 

Prominent  Conservative 
backbenchers,  led  by  Mr  Robert 
McCrindle,  have  warned  the 
Government  about  the  political 
dangers  of  introducing  changes  in 
the  NHS  which  lead  to  a  "two 
tier"  service. 

He  condemned  "simplistic 
solutions"  and  said  the 
Government  would  be  misguided 
if  it  saw  opting  out  —  by  means  of 
private  medical  insurance 
schemes  —  as  a  panacea  for  all  the 
problems  of  the  NHS. 

Mr  Ray  Whitney,  a  former 
Under  Secretary  at  the  DHSS, 
attacked  the  earmarking  of 
specific  taxes  for  a  particular 
service,  and  urged  greater 
freedom  for  hospital  managers  as 
a  means  of  improving  services. 

Mr  John  Moore,  the  Social 
Services  Secretary,  has 
reaffirmed  the  Government's 
determination  to  "examine  new 
methods  of  bringing  additional 
income  into  the  NHS  from  other 
sources". 

A  sticky 
allergy 

Allergy  to  adhesive  dressings  is 
often  missed  in  drug  histories  of 
patients,  say  doctors  from 
Sunderland  Royal  Infirmary  in  The 
Lancet  this  week. 

Patients  should  be  asked 
whether  they  are  allergic  to 
Elastoplast  since  an  adhesive 
dressing  is  used  after  most 
surgical  procedures.  The  allergen 
in  Elastoplast  is  colophony,  which 
is  also  present  in  Transpore. 
However,  adhesives  based  on 
acrylates  such  as  Micropore  and 
Dermalite  do  not  cause  problems. 

Pabrinex  IV 
HP  recall 

Paines  &  Byrne  are  recalling 
packs  of  Pabrinex  IV  high  potency 
composite  injection  due  to 
particulate  contamination  in  the 
number  one  solution. 

Batches  involved  are  752009 
(10  pairs  of  ampoules)  and 
752009/1  (five  pairs  of  ampoules). 
The  number  one  ampoules  are 
individually  marked  with  batch 
number  749020.  (expiry  July 
1988).  Paines  &  Bvrne  Ltd.  Tel: 
01-997  1143. 


TOPICAL  REFLECTION 


No  more 
milkmen! 


Our  milkman  was,  and 
probably  still  is,  a  small-time 
swindler.  My  wife  tended  to 
get  a  little  exasperated  by 
the  "errors"  which  crept 
into  the  the  account  if  she  let 
it  run  a  couple  of  weeks.  In 
the  end,  rather  than 
wrangle  over  payment  for 
the  extra  pints  we  never 
had,  she  told  him  to  push 
off.  Now  we  buy  the  milk 
with  our  groceries  and  get 
what  we  pay  for  —  all  part  of 
the  changing  realities  of  life. 
So  you  will  understand  why  my  attention 
was  caught  by  the  headline  last  week 
which  told  us  "Pharmacists'  babymilk 
supply  role  under  discussion" . 

It  would  appear  our  role  in  the 
distribution  of  breastmilk  substitutes  is 
"confused"  by  the  World  Health 
Organisation's  international  code  on 
marketing,  which  apparently  excludes 
pharmacies  and  retail  outlets  from  the 
definition  of  the  health  care  system. 
Amazing,  isn't  it!  It  looks  as  though  I've 
spent  the  last  20  years  just  imagining  my 
efforts,  training,  and  giving  advice  had 
something  to  do  with  health  care. 

I'm  relieved  to  see  the  Society  is 
discussing  this  little  matter  with  the  DHSS 
with  a  view  to  '  'a  possible  amendment  of 
the  Code".  Only  possible?  Still,  as  a 
gesture  appropriate  to  the  absurdity  of  the 
WHO  ruling,  I  suggest  that  at  11am  on 
Monday,  all  retail  pharmacists  stop  work 
for  a  moment,  and  cross  their  fingers.  Or 
perhaps  aspire  to  greater,  more 
Churchillian  heights? 

Testing,  testing 

After  years  in  hospital  pharmacy  in  the 
days  when  we  made  things,  I  developed 
an  interest  in  equipment.  I  found  I  enjoyed 
the  technical  side  of  the  work  and  became 
quite  involved  with  the  processes  of 
testing.  There  is  something  satisfying  in 
confirming  the  quality  of  work  done.  The 
nearest  I  got  to  it  in  retail  was  to  provide 
blood  pressure  testing. 

Recentlv  we  were  able  to  offer 


ovulation  tests  for  our 
customers,  and  1  am 
currently  trying  to  evaluate 
the  possible  use  of  a 
machine  which  claims  to 
measure  body  fat  '  'and  thus 
gives  an  indication  of 
cholesterol  levels"  without 
taking  blood  samples.  A 
claim  which  leaves  me 
sceptical  since  I  can't  see 
that  the  degree  of  obesity 
necessarily  relates  to  blood 
cholesterol  levels. 

It  is  interesting  to  see 
the  manufacturers  of  test 
strips  trying  to  make  the 
point  to  us,  as  well  as  the 
end  users,  that  the  products 
of  different  makers, 
particularly  in  blood  sugar  measurement, 
are  not  identical  in  use.  Remembering  our 
efforts  at  analysis  in  the  lab,  and  more 
recently  with  slide  pregnancy  tests,  we 
should  be  well  aware  of  the  need  for 
technique.  I  think  we  should  take  pains  to 
make  sure  diabetic  customers  know  how 
to  use  blood  glucose  strips  and  always 
stick  to  the  same  product . . . 

Quality  control 

Doctors,  too,  are  raising  their  voices  in 
concern  over  the  possible  variation  in 
quality  of  drugs  which  have  been  bought  in 
from  abroad.  It  is  of  more  than  passing 
interest  to  learn  that  the  GMSC 
prescribing  committee  has  been 
investigating  reports  of  problems 
associated  with  parallel  imports.  I  am  not 
reassured  to  be  told  product  liability  is 
covered  by  the  product  licensing 
arrangements,  for  this  assumes  some 
patient  will  have  to  be  hurt  for  the  faults  to 
be  discovered  —  which  is  why  I  never 
bought . . . 

But  now  the  DHSS  is  going  to  take  a 
percentage  from  the  payments  due  to  me 
in  recognition  of  savings  they  assert  I  have 
made  from  Pis.  I  don't  believe  this  can  be 
legal.  It  assumes  a  guilt  without  trial, 
which  seems  contrary  to  any 
understanding  of  justice.  And  where 
considerable  numbers  of  us  have  never 
bought  Pis  the  imposition  of  a  fine, 
deducted  from  earnings  at  source,  can't 
be  right.  I  think  someone  has  to  force  the 
issue  at  law . . . 
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TVS  test  market  for 
Reckitt's  Bodyplan 


Reckitt  &  Colman  Pharmaceutical 
Division  is  launching  a  new 
product  into  the  £60m  low  calorie 
meal  replacement  market.  Called 
Bodyplan,  the  product  will  be  on 
test  in  the  TVS  area  from  July.  It 
will  be  available  simultaneously  in 
major  Boots  stores. 

Made  from  low  fat  yoghurt 
powder  and  crunchy  corn  and 
wheat  bran,  Bodyplan  also 
contains  essential  vitamins  and 
minerals.  Because  it  contains 
dietary  fibre  it  is  claimed  to  be 
"more  satisfying".  It  is  eaten 
with  a  spoon,  after  mixing  with 
cold  water,  in  the  special  shaker. 
It  comes  in  three  fruit  flavours  — 
peach,  raspberry  and  lemon  — 
and  each  sachet  provide  100 
calories. 

Each  day  two  meals  are 
substituted  with  two  Bodyplan 
diet  meal  replacements.  The  third 
meal  is  chosen  from  one  of  the 
calorie-controlled  main  meal 


recipes  in  a  special  booklet,  the 
company  says.  Two  diet  plans  are 
also  available  —  a  high  speed 
weight  loss  at  800  calories  a  day 
and  a  steady  weight  loss  plan  at 
1,200  calories  daily. 

Starter  packs  (£2.89)  contain 
three  Bodyplan  sachets  —  one  of 
each  flavour  —  plus  a  32-page 
booklet  and  a  mixing  beaker. 
Continuation  packs  (£4.99)  of 
single  flavours  are  also  available 
containing  six  sachets  plus  an 
eight-page  leaflet. 

"We  see  this  as  the  beginning 
of  a  new  strategy  to  take  a 
significant  share  of  the  expanding 
healthcare  market,"  says 
Evaristo  Lobo,  group  product 
manager  at  Reckitt  &  Colman. 
The  launch  will  be  supported  with 
an  advertising  campaign  starting 
now  and  running  until  October  as 
well  as  promotions  and  public 
relations.  Reckitt  &  Colman 
Products  Ltd.  Tel:  048226151. 


Nestle  fortify 
-up 

Nestle  Health  Care  are 
introducing  a  Build-up  fortified 
soup  which  is  free  from  artificial 
colours,  preservatives  and  is 
gluten  free. 

The  soups  come  in  two 
flavours,  mushroom  and  chicken, 
and  are  rich  in  protein  and  fortified 
with  vitamins  and  minerals,  the 
company  says.  Aimed  at  those 
needing  extra  nourishment,  the 
elderly,  pregnant  women,  and 


convalescents,  it  comes  in  a  pack 
of  two  sachets,  retailing  £0.75. 

The  launch  will  be  backed  by 
advertising  in  the  national  Press 
and  will  be  available  from  hospitals 
and  pharmacies  only.  Nestle 
Health  Care.  Tel:  01-6863333. 


Ads  for  Hc45 

Crookes  Hc45  hydrocortisone 
cream  is  being  advertised  in  a 
£500,000  campaign  in  Sunday 
supplements  and  women's 
magazines  as  from  June.  Crookes 
Healthcare  Ltd.  Tel:  0602  507431. 
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ECIALITIES 


Bactroban 
nasal 

Beecham  Laboratories  have 
introduced  Bactroban  Nasal 
ointment  for  the  elimination  of 
nasal  staphyloccal  bacteria. 
Bactroban  Nasal  contains 


mupirocin  2  per  cent  in  white  soft 
paraffin  base,  which  includes  a 
glycerin  derivative  to  facilitate 
spreading.  It  is  applied  to  the 
nostrils  two  to  three  times  daily, 
for  up  to  seven  days. 

The  prescription  only 
ointment  comes  in  a  3g  tube 
(£5.15  trade) .  Beecham  Research 
Laboratories.  Tel:  01-560  5151. 


A  stronger 
Oramorph 

Boehringer  Ingelheim's  Hospital 
Division  is  launching  Oramorph 
Concentrated  oral  solution. 
It  contains  lOOmg  morphine 


sulphate  in  5ml  and  comes  in 
individual  patient  packs  (30ml 
£6.16andl20ml£23,  both  prices 
trade).  Each  patient  pack  contains 
a  calibrated  dropper  that  can 
measure  doses  from  5mg. 

Oramorph  Concentrated  is 
unfavoured  and  should  be  added 
to  a  soft  drink  say  Boehringer 
Ingelheim  Ltd.  Tel:  0344  424600. 


BRIEFS 


The    Conseal  Continent 

colostomy  system  is  now 
prescribable  on  FPlOs,  says 
ColoplastLtd.  Tel:  0733239898. 

The  Clinifeed  range  is  available 
for  home  delivery  exclusively  by 
community  pharmacists,  a  system 
of  distribution  approved  by  the 
NPA,  say  Roussel  Laboratories 
Ltd.  Tel:  0895  834343. 

Pertofran  tablets  will  now  be 
marked  "EW"  on  one  side  and 
'  'Geigy  "  on  the  other,  and  will  be 
slightly  lighter  in  colour,  say  Ciba- 
Geigy.  Tel:  0403  50101. 

Prempak  is  to  be  discontinued  in 
favour  of  Prempak-C  because 
clinical  evidence  suggests  that 
optimum  endometrial  protection  is 
best  provided  by  the  Prempak-C 
regime,  say  Wveth  Laboratories. 
Tel:  0628666268. 

Evans  are  introducing  naloxone 
hydrochloride  injection,  20 
microgram  per  ml,  in  2ml 
ampoules  (10s  £35.69)  and  400 
microgram  per  ml  in  1ml  ampoules 
(10s  £49.17,  both  trade).  Evans 
Medical.  Tel:  0582  608308. 
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Yes,  you  heard  me  right,  money,  in  fact  lots  of  it.  There's  an  average 
40%  margin  on  Scale  Away  for  a  start. 

And  what  I'm  going  to  do  is  sell  it  for  you.  Before  long  everyone  is  going  to  know 
who  Kevin  Kettle  is.  I'm  going  to  be  in  the  national  press,  on  the  radio  and  just  when  they 
thought  they  were  safe,  I'll  be  landing  on  their  doormats  in  my  very  own  leaflet. 

And  the  customers  are  going  to  think  Scale  Away's  great  too!  Because  it 
works  in  half  an  hour,  it's  the  safest  descaler  on  the  market,  as  it's  non-toxic,  and 
there's  even  25p  off  their  next  purchase. 

So,  what's  the  catch?  Well,  you've  got  to  stock  it,  haven't  you? 

Benckiser  Limited,  Electra  House,  Farnsby  Street,  Swindon,  Wiltshire  SN1  5AH  Telephone  0793  6  1 2422. 


USEWIVES  WILL  BE  MM 
WITH  NEW  SWEETE> 


Here's  the 
recipe  for  poaching 
customers. 

Take  a  large 
measure  of  new 
Sweetex  granulated 
and  tablets, 
with  Natriblend. 

(This  will 
provide  better  taste 
and  results.) 

Sprinkle  the 
new  packs  generously 
over  the  shop. 

Mix  with  a 
£2.5  million  national 
-0  TV.  and  press 
campaign. 

Allow  a  few 
minutes  for  business 
to  start  cooking. 

Then  wait  for  sales 
to  rise. 


NG  MORE  DOUGH  I 
JO  WILL  YOU. 


Allereze   

EDBYAIIer*eze  Plus 


'STREAMING  HAYFEVER' 


'CONGESTED  HAYFEVER' 


Sales  of  original  Allereze  for  'Streaming  hayfever'  are  now  equalled  by  Allereze  Plus 
for  'Congested  hayfever'. 

Not  forgetting  Aller  eze  Elixir  especially  for  children  makes  the  Aller  eze  range  your 
best  selling  and  most  comprehensive  range  of  hayfever  remedies. 

This  summer  the  Aller  eze  range  will  be  supported  by  the  biggest  advertising  campaign:- 


National  Television  June  and  July 
London  Tube  Cards 


Local  Radio 
National  Press  on  'high  peak'  pollen  days 


Allereze 


LONG  LASTING  ALLERGY  RELIEF 


Aller*eze  Plus 


ALLERGY  RELIEF  +  DECONGESTANT 


GIVES  EFFECTIVE  RELIEF  FROM 

O  mv  FEVER  o  SNEEZING 

•  ITCHY  WATERY  EYES 

•  RUNNY  NOSE  AND  OTHER 
ALLERGY  SYMPTOMS 


FOR  FAST  RELIEF  FROM 


•  NASAL  AND  SINUS 
CONGESTION 


•  HAY  FEVER  AND  OTHER 
ALLERGY  SYMPTOMS 


A  full  range  of  display  material  and  profitable  stock  and  display  incentives  are  now  available 
from  your  Intercare  Representative.  But  hurry,  high  pollen  starts  happening  in  June! 


Fast-acting,  long -lasting  allergy  relief 


WITERCflRE)  Intercare  Products  Limited 
Building  brands  for  you  and  your  customers. 


ALLER  *EZE 


ALLER'EZEPLUS 


1  mg  clemoslin 


PRESENTATION:  Tablets,  each  toblel  contains  1  34mg  clemastine  hydrogen  f  umarate  USP  equ: 
5ml  contains  clemastine  hydrogen  fumarole  equivalent  to  500  micrograms  clemastine  base 
USES:  Principal  Action  Clemastine  >s  o  potent,  prompt  ond  long-acting  antihistamine  Indications:  Allergic  rhinitis,  including  hay  tever, 
perennial  rhinitis  and  vosomotor  rhinitis  Dermatoses,  including  pruritus,  atopic  eczema,  contact  dermoids  and  other  allergic  dermatose 
Urticano  Angioneurotic  oedemo  Drug  allergy 

BE  COMMENDED  DOSE:  Tablels  Adults  and  children  over  12  years  1  tablet  night  and  morning  Children  3-6  years  '/?  tablet  night  one 
morning,  7-12  years.  '^-1  tablet  night  and  morning  Tablets  should  be  taken  with  water  before  meals  Eii*tr  Children  3-6  years  5  mfsyrup 
before  breakfast  ond  at  bedtime,  7-12  years:  7VS  ml  syrup  before  breakfast  and  ol  bedtime  Adults  ond  children  over  12  yeors 
spoonfuls  night  and  morning  Children  receiving  this  product  should  be  caref ull 
CONTRA -INDICATIONS,  WARNINGS:  Precautions  As  wilh  other  antihislammi 
operate  machinery  until  the  effect  ol  A  Her  eze  treatment  is  determined  Aller  eze  i 
producl  should  not  be  given  to  pregnant  or  lac  toting  women  without  their  doctor  s 
should  be  advised  to  consult  their  doctor  before  taking  Aller  eze 
Side  Eileen  Aller  eze  does  not  cause  drowsiness  for  90%  of  users  In  those  few 
ond  lessens  or  disappears  after  two  to  three  days 

PHARMACEUTICAL  PRECAUTIONS:  Keep  in  a  cool,  dry  place  Protect  tablels  f 
LEGAL  CATEGORY:  [7] 

PRODUCT  LICENCE  NUMBER  Tablets:  0255/0016  Elixir:  0255/0018 


s  670n 


:rograms  clemastine  hydrogen  lui 
Irochlonde  BP 

nt  phenylpropanot 
jm  of  4  tablets  per  doy  Do 
i  Tablets 


cidenlal  mishap 
,,  potienls  should  be  worned  not  lo  drive  a  vehicle  or 
ay  potenttote  the  effects  of  sedatives  and  alcohol  This 
onsent  Patients  currently  taking  prescribed  medicines 


n  light 


PRESENTATION:  Toblets,  each  tablet  contai 
clemastine  base  plus  25mg  phenylproponoli 

USES:  Principal  Action:  Clemastine  is  combined  with  the  decongest. 
smus  congestion,  hay  fever  ond  other  ollergy  symptoms 
RECOMMENDED  DOSE:  Adults  One  tablet  every  si«  hours  Mo.m 

CONTRA -INDICATIONS,  WARNINGS:  Precautions  As  for  Aller  ej 
NOTE:  As  with  other  products  containing  phenylpropanolamine,  Aller  eze  Plus  should  not  be  token  by  patients 
agents,  or  within  two  weeks  of  taking  M  A  O  I  s  Caution  is  also  indicated  in  patients  with  heart  diseose,  norr 
slenosing  peptic  ulcer,  pyloroduodenal  obstruction,  symptomatic  prostatic  hypertrophy,  bladder  neck  obstruct 
uncontrolled  hyperthyroidism 

Patients  currently  tokmg  prescribed  medicines,  particularly  for  the  conditions  listed  above,  should  be  advised  to 
taking  Aller  eze  Plus. 

Side  Eftecti:  With  Aller  eze  Plus  at  normal  dosage,  drowsiness  is  seldom  e.penenced  and  if  it  does  occur  it  is 

ond  often  this  effect  lessens  or  disappears  after  the  first  few  tablets 

PHARMACEUTICAL  PRECAUTIONS:  Keep  in  a  cool,  dry  place  Protect  tablels  from  light 

LEGAL  CATEGORY:  \T} 

PRODUCT  LICENCE  NUMBER:  0255/0019 


USP  equivolenl  lo  500  microgroms 
Indication!:  Effective  relief  of  nasal  and 
exceed  stated  dose  Children  Not 


•i  ving  antihypertensive 

/angle  glaucoma, 

i,  diabetes  mellitus  ond 

>nsull  their  doctor  before 


MANUFACTURER:  Inlercare  Products  Limited,  Wokingham,  Berks 


COUNTERPOINTS 


Crimping  your  style 
from  Carmen 


Care's  nappy 
cream  gets  a 
new  formula 

Care  Laboratories  are  launching 
Savlon  nappy  rash  cream;  packs 
will  be  in-store  by  July. 

The  cream  contains 
dimethicone  and  cetrimide  with, 
say  Care,  no  perfume  or  colorants 
which  might  act  as  an  irritant. 
Care  say  their  marketing  strategy 
is  geared  to  personal  recommen- 
dation from  both  pharmacists  and 
health  visitors  and  they  will  be 
conducting  a  nationwide  sampling 
programme  to  health  care 
professionals. 

The  action  of  the  cream  on  the 
skin  is  featured  pictorially  on  the 
pink  packaging,  which  also 
includes  a  photograph  of  a  baby  on 
the  front. 

Savlon  nappv  rash  cream  will 
be  available  in  50g  (£0.89)  and 
lOOg  (£1 .49)  tubes,  and  250g  tubs 
(£2.95).  Care  Laboratories  Ltd. 
Tel:  0625  535577. 

Sporting  links 
for  Radian-B 

Fisons  Consumer  Health  are 
highlighting  their  close  links  with 
the  sporting  world  as  part  of  a 
promotional  campaign  for  the 
Radian-B  range. 

The  campaign  started  on  May 
30  with  sponsorship  of  the  1988 
Milk  Race.  Radian-B  products  are 
also  supplied  to  leading  lawn 
tennis  players,  and  publicity 
during  the  Summer  months  will 
underline  the  link  with  this  sport. 

The  availability  of  a  Radian-B 
exercise  plan  will  be  promoted  in 
Press  advertising  and  offered 
through  various  key  consumer 
magazines  during  the  Summer. 
Fisons  Consumer  Health.  Tel: 
0509  611001. 


Royal  jelly  on 
offer 

Regina  Royal  Jelly  are  running  two 
promotions  over  the  next  couple 
of  months  on  their  royal  jelly 
products. 

Fresh  royal  jelly  capsules 
150mg  30s  are  reduced  from  now 
until  the  beginning  of  July  from 
£12.95  to  £9.95.  And  the  Regina 
Royal  Concord  5  packs  are  down 
from  £9.95  to  £7.95  for  eight 
weeks  from  June  13.  Regina  Roval 
Jelly  Ltd.  Tel:  01-446  8333. 


Pifco  Salton  are  adding  a  new 
crimping  product  to  the  Carmen 
range. 

Fashion  Plates  is  a  version  of 
the  basic  crimper  offering  three 
sets  of  styling  plates.  The  styler  is 
designed  for  single  handed  use  on 
dry  hair  and  will  crimp,  wave  or 
straighten. 

Features  include: 
■  press  button  action  to  release 
plates 


Rimmel  are  backing  their  new 
Magic  collection  of  cosmetics  with 
a  consumer  competition  offering 
£70,000  worth  of  holidays. 

By  proving  two  purchases 
from  the  range  of  lipsticks,  lip 
tints,  Cleversticks  for  lips  (all 
£0.99)  and  nail  polishes  (£0.69), 
consumers  can  enter  a  free  draw 
via  a  leaflet  at  POS.  The  first  prize 
is  a  trip  to  Disneyland,  California. 

In  addition  Rimmel  have 
introduced  new  cosmetics  shades 
and  styles .  Under  the  name  of  Eye 
Time  they  are  offering  double 


■  heat  ready  dot 

■  PTC  element  for  safety  (the 
appliance  can  not  overheat) 

■  universal  voltage 

Carmen  Fashion  Plates  is 
styled  in  white  with  cerise 
graphics  and  comes  with  matching 
two  compartment  storage  tray.  A 
flick  open  cover  on  eye  catching 
packaging  illustrates  to  the 
consumer  what  can  be  achieved. 
Pifco  Ltd.  Tel:  061-681  8321. 


ended  eye  liner  pencils  (£1 .29)  in 
ten  double  shades,  complemented 
by  runproof  colour  mascara 
(£1.15)  in  ten  shades. 

They  have  repackaged  their 
push  up  lipstick  in  line  with  their 
Fashion  Plus  brand  (£0.95)  and 
are  now  offering  it  in  six  new 
shades.  Moisture  Plus  lipstick  is 
now  available  in  almond 
macaroon,  Lip  liner  pencil  in  pink 
pastiche  or  copycat  coral  and  the 
complete  matte  make-up  in  a  fresh 
almond  or  bronze.  Rimmel  Inter- 
national Ltd.  Tel:  01-637 1621. 


Pentax  go  for 
clean  image 

Pentax  have  launched  a  range  of 
washable,  lens  cleaning  cloths 
(£3.99). 

A  point  of  sale  stand  lor  the 
micro-fine  cloths  features  a  cut- 
out of  the  Pentax  SFX  single  lens 
reflex  camera  and  holds  (SO  cloths 
in  six  pastel  shades.  Six  free  cloths 
are  supplied  with  the  stand  lor 
demonstration  purposes.  Pentax 
UK  Ltd.  Tel:  01-864  1122. 


Baby  Doctor 
booklet? 

"Your  new  baby"  (£1)  is  the 
latest  Family  Doctor  Booklet  from 
the  British  Medical  Association 
available  through  the  NPA.  It 
gives  guidance  on  caring  for  young 
babies,  covering  the  areas  that 
cause  the  greatest  concern  like 
feeding,  sleeping,  crying,  illness 
and  babies  in  special  care.  NPA 
Services  Ltd.  Tel:  072732161. 

Hi-Lights  in 
the  cinema 

Warner  Lambert  Health  Care  are 
backing  their  Poly  Hi  and  Lo- 
Lights  kits  with  a  cinema  and 
Press  campaign  this  Summer. 

A  £750,000  cinema  campaign, 
aimed  at  the  under  25  market,  will 
feature  Michael  Jackson's  hit 
"Ain't  No  Sunshine"  in  its 
commercials.  Further  support  will 
come  via  full  and  half  page 
advertisements  in  the  women's 
Press.  Warner-Lambert  Health 
Care.  Tel:  0703  619791. 


Point  of  sale  material  for  retailers  running  Kodak 's  £5  trade-in 
promotion  on  'your  old  camera '  which  runs  to  the  end  of  the  month. 
Kodak  Ltd.  Tel:  0442  61122 


Magic  touch  from  Rimmel 
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MACARTHY  MEDICAL 


A  MAJOR  FORCE  IN  BRITISH  HEALTHCARE 


HOSPITAL  SERVICES 

•  Pharmaceutical  Supplies 

•  Contract  Supply 

•  Surgical  Supplies 

•  Surgical  Instruments 

•  Dialysis  Supplies 

•  1  )ia lysis  Home  Delivery 
Service 

•  Oncology 


RETAILER  SERVICES 

•  Pharmaceutical  Supplies 

•  OTC  Supplies 

•  Chemist  Sundries 

•  Surgical  Sundries 

•  Marketing  Support 

•  Shop  Development 

•  Labeller  Systems 

•  Finance  Assistance 


OTHER  SERVICES 

•  Veterinary  Supplies 

•  Contract  Manufacturing 

•  Health  Foods 


For  further  details  please  contact  Geoff  Haselden  MPS  at 

Macarthy  Medical  Limited 
Chesham  House,  Chesham  Close,  Romford  RM 1  4JX 

Telephone  0708  46033 


COUNTERPOINTS 


Caught  in  the 
Durex  web? 

LRC  are  offering  purchasers  of 
Durex  condoms  the  opportunity 
to  win  the  Alfa  Romeo  Spider 
featured  in  the  brand's 
commercials. 

The  competition,  to  be 
featured  on  point  of  sale  leaflets, 
will  run  to  the  end  of  September 
1988.  Entrants  have  to  answer 
five  questions  on  cars  that  have 
appeared  in  famous  movies.  On 
completing  a  tie-breaker,  the 
consumer  is  requested  to  send 
proof  of  purchase  from  any  Durex 
brand  with  their  entry. 

LRC  Products  will  send  a  free 
condom  wallet  for  proofs  of 
purchase  received  from  12  or  18 
packs  throughout  the  competition 
period. 

Retailers  will  be  supported 
with  competition  pos  material 
including  leaflets ,  box  dispensers 
and  tray  header  cards.  LRC 
Products  Ltd.  Tel:  01-5272377 

When  the  sun 
shines 

Scholl  Consumer  Products  are 
spending  £500,000  on  advertising 
Coppertone  suncare  to  reach  65 
per  cent  of  women  aged  16  to  44 
years.  The  advertising  will  be  in 
women  Press  throughout  June, 
July  and  August,  on  radio  and  with 
samples  in  magazines.  Scholl 
(UK)  Ltd.  Tel:  01-2533636. 


CHOC 

D€  Carom 


The  Choc  de  Cardin  gift  set  contains  a  micro-camera  the  sue  old 
lipstick,  rsp  £10.95.  Parfums  Pierre  Cardin.  Tel:  0734  793000 


Women's  Press  gets  Blue  II 


Gillette  UK  have  announced  the 
launch  of  a  women's  Press 
campaign  for  Blue  II  with  a  spend 
of  over  £250,000. 

The  campaign  consists  of  full 
page  colour  ads  in  weekly  and 
monthly  magazines  over  the  key 
Summer  period.  Publications 
include  Woman 's  Own,  Elle,  Good 


Housekeeping  and  Cosmopolitan. 

The  new  advertisement  is 
themed  '  'When  it  comes  to  legs, 
two  are  naturally  better  than 
one ' ' ,  and  this  will  be  the  first  time 
that  Gillette  have  run  a  razor 
advertisement  aimed  specifically 
at  women.  Gillette  UK  Ltd.  Tel: 
01  560  1234 


Silkience  Enriched  Care 


Gillette's  new  Enriched  Care 
range  has  been  formulated  to 
moisturise  and  protect  hair.  The 


BWC  travel  pack 


Beauty  Without  Cruelty  have 
produced  a  skin  and  hair  travel 
pack  for  the  Summer. 

The  packs  (£6.90)  contain 
cucumber  cleanser,  rose  petal 
skin  freshener,  avocado 
moisturiser  and  henna  shampoo  in 


lightweight  50ml,  shatterproof 
jars. 

Like  all  BWC  products  the 
travel  packs  contain  only 
vegetarian  non-animal-tested 
ingredients.  Beauty  Without 
Crueltv.  Tel:  0732365291 


products  are  also  being  presented 
as  suitable  for  regular  use. 

The  shampoo  and  conditioner 
are  packaged  in  pearlised  tubes  to 
differentiate  them  from  the  rest  of 
the  Silkience  range.  The  200ml 
shampoo  will  retail  at  £0.79  and 
the  150ml  conditioner  at  £0.99 
during  the  launch  period. 

A  £1 .5m  advertising  campaign 
starts  in  July  involving  television 
and  the  women's  Press.  It  will  be 
supported  by  sampling  and  in- 
store  display  material.  Gillette  UK 
Ltd.  Tel:  01-560  1234. 


users 
for  Lil-lets? 

Smith  and  Nephew  are  continuing 
support  for  the  Lil-lets  range, 
relaunched  last  year. 

A  new  Elm  Press  advertising 
campaign  is  designed  to  recruit 
new  users  with  tour  new 
advertisements  now  running, 
'fills  is  being  supported  in  1988 
with  over  2,000  schools  lectures, 
the  company's  advisory  service 
and  "agony  aunt"  and  an 
extensive  PR  programme. 

The  company  say  over  4,000 
display  units  lor  point  of  sale  were 
sited  in  independent  chemists  and. 
in  response  to  trade  demand,  the 
company  is  now  extending  the 
offer  and  will  continue  to  produce 
these  units  throughout  1988. 
Smith  &  Nephew  Consumer 
I' inducts  Ltd.  Tel:  (121-3274750 

Bathing  in 
White  Satin 

Yardley  are  adding  five  bath  and 
after  bath  products  to  their  White 
Satin  range.  Intended  to  enhance 
the  pleasure  of  bathing  Yardley 
offer  a  milky  bath,  a  shower  gel, 
an  after  bath  cream  and  two 
deodorants,  a  spray  and  roll  on,  all 
perfumed  with  White  Satin. 
Selling  prices  are  £2.95  except  the 
roll-on  at  £2.45.  Yardley  at 
London.  Tel:  01-629  9341. 


HIGH  QUALITY  GRADUATED 
COMPRESSION 

HOSIERY  FOR  F.P.10  PRESCRIPTIONS. 


Sewn  in  labels  sruming  washing  instructions,  class  and 
size  make  repeat  prescriptions  easy. 

COMPRESSION  CLASSES  1,  2  and  3  IN  ALL 
SIZES  READILY  AVAILABLE. 


through  UNIC  HEM.  CREDENHILL  and  other 
wholesalers. 


Medi  U.K.  Ltd..  Fields  Yard,  Plough  Lane. 
HEREFORD  HR4  OEL.  Tel:  0432  51682 
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COUNTERPOINTS 


BiOCiLS 

d£ma6uh 

HOUR  LES  ) 
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Eyes  up  for 
Bio-cils 

Biotherm  claim  to  have  combined 
the  advantages  of  all  the  current 
methods  for  removing  eye  make- 
up into  one  fluid  gel  called  Bio-cils. 

The  transparent  blue  fluid 
(100ml  £6.95)  combines  the 
gentleness  of  a  cream  with  the 
freshness  of  a  lotion  and  leaves  the 


eyes  feeling  clean  and  relaxed, 
they  say. 

With  added  D-panthenol  (1  per 
cent)  it  leaves  the  lashes 
conditioned,  and  dissolves  even 
the  most  stubborn  make-up 
perfectly,  it  is  claimed. 

With  a  natural  pH,  Bio-cils 
does  not  sting  the  eyes.  It  has 
been  tested  under  opthalmological 
supervision  and  it  is  ideal  for 
contact  lens  wearers.  Its  fluid-gel 
texture  means  that  a  little  goes  a 
long  way.  It  is  applied  using  cotton 
wool  pads  and  there's  no  need  to 
rinse  the  lashes  and  eye-lids  after 
use. 

Bio-cils  will  be  available  from 
July.  Golden  Ltd.  Tel:  01-937 
5454. 


A  strip  for 
Azzaro 

Eylure  are  running  an  Azzaro 
Pour  Homme  scent  strip  in  You 
magazine. 

On  July  10,  2  million  scent 
strips  will  be  distributed,  and 
Eylure  will,  at  the  same  time,  be 
running  a  series  of  in-store 
promotions  nationwide  to  back  the 
brand.  The  company  plans  to 
repeat  the  scent  strip  later  this 
year.  Evlure  Lid.  Tel:  06338 
38611. 


Shock 
to  the 
System. 


Panasonic  Industrial  UK  (a  division  of  Panasonic  UK  Ltd). 
280-290  Bath  Road,  Slough.  Berks  SLI  6JG  Telephone  0753  73181 
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High  fashion  hosiery 
for  Autumn 


The  "Avant  Garde"  collection 
from  Focus  on  Legs  is  a  high 
fashion  range  of  Winter  hosiery 
designed  by  Emilio  Cavallini  to 
compliment  his  ready-to-wear 
collection  for  women. 


Styles  include  "Kut-Outs" 
(£8.99  rsp)  with  circles  framed  in 
colour  revealing  the  leg 
underneath  and  "Hands-Off" 
(£10.99  rsp)  with  an  outstretched 
hand-print  on  the  calf. 

"Opaque  Gaiters"  (£10.99 
rsp)  features  a  sewn  on  sock  and 
can  be  worn  either  over  the  knee 
or  ruched  down  while  "Licorice 
Side  Line"  (£8.99  rsp)  has  a 
raised  contrasting  colour  side 


seam,  the  company  says. 

Cavallini's  opaques  will  the 
major  theme  for  Autumn/Winter 
with  a  spectrum  of  strident 
colours  in  mixtures  of  20,  40  and 
60  deniers. 

This  is  highlighted  by  "Lacy 
Inlay  Opaque"  (£9.99  rsp)  with  its 
combination  of  a  front  lace  panel 
on  an  opaque  leg.  To  complete  the 
range  thigh  high  opaques  are 
being  introduced  which  can  be 
worn  above  the  knee  or  on  the 
knee.  Focus  on  Legs.  Tel:  0623 
551651. 


A  new  rose 
fragrance 

Potter  &  Moore  have  introduced 
a  new  fragrance  range. 

The  Rose  range  is  scented 
with  English  tea  rose,  with  top 
notes  of  geranium  oil  and 
packaged  in  pink,  yellow  and 
white. 

The  range  comprises  soap, 
talc,  hand  and  body  lotion,  foaming 
bath  oil,  moisturising  bath  grains 
and  bath  and  shower  gel  with 
prices  from  £1 .50.  Potter  &  Moore 
Ltd.  Tel:  0733  76266 


\                   ON  TV  NEXT  WEEK  | 

G  TV  Grampian 
B  Border 
C  Central 

CTV  Channel  Islands 
LWT  London  Weekend 
C4  Channel  4 

U  Ulster                         STY  Scotland 

G  Granada  (central) 

A  Anglia                         Y  Yorkshire 

TSVV  South  West              HTV  Wales  &  West 

TTV  Thames  Television      TVS  South 

Bt  TV-am                       TT  Tyne  Tees 

Allereze: 

All  areas 

flmplex: 

LWT,C,TYS,Y,G 

Anadin: 

All  areas 

Askit  powders: 

GTV.STV 

Badedas: 

TVS.TVam 

Clairol  Nice'n'Easy: 

TTV,C,G,Y,STV,TT,G,TTV,TVam 

Epilady: 

G,C 

Finale  hairspray: 

GTV,U,STV,B 

Gillette  Gel: 

C,LWT,TTV,C4 

Immac: 

All  areas  except  LWT  &  TVam 

Insignia: 

All  areas 

Just  for  Men: 

All  areas 

Natrel  Plus: 

All  areas 

Panadol: 

A 

Reach  toothbrushes: 

CA.TVS, LWT.TVam 

Right  Guard: 

U,B,A,TSW,TVS,LWT 

SOS  cleaning  products: 

All  areas 

Stickers  false  nails: 

All  areas 
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HANDS  TOGETHER 
FOR  A  GREAT  IDEA  FROM 


R 


\  0 


o  n 


SOFT A  PURE 


ROBINSONS  HAVE  INTRODUCED  A 
TOTALLY  NEW  NAIL  CARE  CONCEPT 
-  DOUBLE  ACTION  NAIL  POLISH 
WIPEAWAYS.  THEY  NOT  ONLY 
REMOVE  NAIL  POLISH  BUT  ALSO 
CONDITION  AND  MOISTURISE 
WITH  LANOLIN  SOFTNESS. 
IN  CONVENIENT  'GO- 
ANYWHERE'  PACKS,  THE 
NEW  SOFT  &  PURE  NAIL 
POLISH  WIPE  WILL  RAPIDLY 
BECOME  AN  ESSENTIAL  PART 
OFYOUR  CUSTOMERS'  BEAUTY 
CARE  ROUTINE. 
IN  FACT,  THESE  NEW  WIPEAWAYS 
ARE  THE  IDEAL  COMPLEMENT 
TO  THE  POPULAR  SOFT  &  PURE 
RANGE  WHICH  INCLUDES 
FRAGRANCE-FREE 
MAKE-UP  WIPEAWAYS,  GENTLE  BABY 
LOTION  WIPES  AND  REFRESHINGLY  COOL 
FRESH-UPS;  ADDEDTO  AHIGH  QUALITY 
SELECTION  OF  COTTON  WOOL 
PRODUCTS. 
SO  INTRODUCE  YOUR 
CUSTOMERS  TO  THE 
NEW  SOFT  &  PURE  RANGE 
AND  WATCH  YOUR 
SALES  REACH  A 
NEWHIGH. 


R    o  b 

SOFT A  PURE 


b  i 


o  n 


NAIL  POLISH 
WIPEAWAYS 

Instant  and  effective 
-with  lanolin 
moisturiser 

Com ains  IS  tissues 
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Robinsons  of  Chesterfiel 


COUNTERPOINTS 


New  for  lips  and  eyes 
from  Yardley 


The  complete  relaunch  of  the 
Cachet  fragrance  line  is  the  first 
marketing  move  from  new 
company  Parfums  International 
(see  Business  News) . 

The  relaunch,  which 
repositions  the  fragrance  in  the 
mid-market  price  band,  involves 
new  packaging  and  POS,  changes 
to  distribution,  and  a  massive 
support  programme. 

The  range  now  comprises  eau 
de  parfum  (9ml  £13.95),  in  its  own 
tube-shaped  carton,  three  sizes  of 
eau  de  toilette  spray  and  one 
bottle  (£4 .25  -  £9.75)  and  a  talc  in 
a  tin  (lOOg  £2.95).  Packaging  is 
designed  to  give  a  more  upmarket 
and  coordinated  look  to  the  range . 

Parfums  International  say  they 
want  to  give  their  outlets  "the 
ambience  of  a  perfumerie"  as  part 
of  their  plan  to  bring  more  glamour 
to  the  lower  end  of  the  market.  A 
package  of  display  material, 
including  window  displays  and 
testers,  will  be  included  in  the 
launch  pack,  and  the  company  is 
working  on  creating  a  house  stand 
for  Cachet  and  Audace. 

As  part  of  the  in-store  plans, 
the  company  is  setting  up  a 

Tan  without 
sun 

Cosmetic  technology  has  come  a 
long  way  since  the  first  fake  tans, 
say  Biotherm,  who  now  offer  an 
all-the-year  round  alternative. 

Biotherm  Tan  Without  Sun 
(£7.50)  has  a  creamy,  emollient 
texture,  which  can  be  applied 
easily  and  evenly,  and  is  suitable 
for  the  face  and  body.  The  natural- 
tanned  look  is  achieved  by 
incorporating  a  salt  of  dihydroxy- 
acetate  which  develops  rapidly 
within  four  hours.  The  cream  can 
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training  programme  next  year,  for 
which  retailers  will  be  asked  to 
nominate  one  assistant.  The 
company  is  also  setting  up  a 
database  of  Cachet  consumers,  so 
that  retailers  can  establish  a 
mailing  list  of  customers  to  be 
contacted  about  special 
promotions,  new  launches  and  so 
on,  as  prestige  fragrance 
consultants  do. 

The  PR  programme  includes 
competitions  in  Woman 's  World 
and  regional  newspapers,  with 
sampling  including  a  covermount 
on  a  September  issue  of  Woman 's 
Own,  and  scent  strips  in 
December  issues  of  Sunday 
supplements,  promoting  the 
Christmas  range. 

Promotions  include  a  trial  size 
eau  de  toilette  (£2.75),  and  a  gift 
with  purchase  of  a  set  of  scented 
cards  and  envelopes  with  the  50ml 
eau  de  toilette  spray. 

Advertising  support  includes 
national  television  and  women's 
Press,  plus  advertorials  in 
Cosmopolitan  (September),  She 
(November),  and  Options 
(December).  Parfums  Inter- 
national. Tel:  01-961 8500. 


be  re-applied  as  often  as  required 
to  attain  the  desired  depth  of  tan. 
Golden  Ltd.  Tel:  01-937  5454. 


Open  stick 
deodorant 

Roger  &  Gallet  are  adding  a  twist- 
up  stick  deodorant  (rsp  £5.25)  to 
their  Open  range  of  men's 
toiletries .  This  40ml  stick  is  said  to 
be  long  lasting  and  contain 
lubricants  to  reduce  skin  irritation. 
Roger  &  Gallet.  Tel:  092335022. 


Yardley  are  introducing  a  new 
collectionof  lip  and  eye  pencils  to 
be  available  from  July. 

The  kohl  pencil,  with  a 
smudger  to  smooth  out  harsh 
pencilled  lines,  comes  in  six 
shades  with  crushed  damson, 
forest  pine  as  well  as  black, 
brown,  blue  and  navy  at  £1.75. 

The  lip  pencils,  incorporating  a 
brush  for  precision  application, 
come  in  three  shades:  cool  coral, 
blush  pink  and  warm  cinnamon  at 
£1.85. 

The  eyebrow  pencils  feature 
an  eyebrow  brush  on  the  cap  to 
smooth  and  even  out  brows.  The 
pencils  come  in  black,  brown  and 
grey  at  £1.65. 

Introduced  this  month  for 


Mary  Quant  thinks  the  time  is 
right  to  launch  a  designer 
fragrance  within  reach  of 
everyone,  unlike  the  recent 
proliferation  of  fragrances  with 
"designer"  prices. 

Her  new  fragrance  is  called, 
simply,  Mary  Quant,  and  is 
autographed  on  all  labels  as  if  she 
had  signed  it.  Available  for  sale  in 
August,  the  basic  range  is 
fragranced  day  spray  (115ml, 
£4.95),  eau  de  toilette  spray 
(50ml,  £9.95),  shower  gel  (125ml, 
£5.25)  and  body  lotion  (125ml, 
£5.25).    Promotional  sets, 


swimmers  is  a  new  "waterproof 
collection"  with  mascara, 
eyeshadow  and  blushers.  There 
are  three  shades  of  mascara  — 
black,  dark  brown  and  sapphire 
(rsp  £1.99):  four  eyeshadow 
pencils  —  blue  wave,  sea  green, 
khaki  and  grey  smoke  (rsp  £1 .85) : 
and  two  creme  blushers  — 
cinnamon  gold  and  pink  fondant 
(rsp  £1.60). 

And  for  travellers  Yardley 
offer  the  new  Beauty  Magic  Dolly 
Bag  —  a  complete  skincare 
regime  in  a  convenient  pack 
containing  miniature  bottles  of 
moisturising  lotion,  cleansing 
lotion  and  skin  freshner  (rsp 
£2.60).  Yardley  of  London.  Tel: 
026822711. 


available  up  to  Christmas,  are 
shower  gel  and  fragranced  day 
spray  (£7.25),  purse  spray  7ml 
and  red  scorcher  or  artful  pink 
lipstick  (£5.95),  eau  de  toilette 
spray  50ml  and  lOOg  talc  (£10.95) 
or  shower  gel  and  body  lotion 
(£14.95). 

Packaging  continues  the  black 
and  silver  theme  of  the  cosmetics 
range.  Advertising  starts  in  the 
September  issues  of 
Cosmopolitan,  Elle,  Company, 
Vogue  and  19.  Sample  vials  will  be 
available  in-store.  Max  Factor 
Ltd.  Tel:  01  568  4333 
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Cachet  relaunched 
with  mid-market  price 


Mary  Quant,  a  designer 
touch  for  everyone 


I 


Brian  Scott,  Countercall 
marketing  manager  with 
national  sales  manager 
John  Johnston 
pictured  below  him 


ADVERTISEMENT  FEATURE 


Countercall  —  linking 
with  success 


i 


Two  years  may  not  sound  like  a  long  time.  But 
it  is  time  enough  to  judge  the  quality  of  a 
company,  and  for  the  past  two  years 
Countercall  have  been  proving  their  worth  as 
a  professional  sales,  marketing  and 
distribution  force  serving  the  pharmacy 
sector. 

Owing  to  the  structure  of  the  pharmacy 
business  —  predominantly  independent  and 
large  in  number  —  it  is  a  sector  which  can  often 
prove  to  be  difficult  and  expensive  to 
service,"  says  Brian  Scott,  marketing 
manager  at  Countercall.  "However,  we  at 
Countercall  recognise  the  vital  role  the 
pharmacist  has  to  play  within  both  the 
community  and  the  broader  commercial 
sphere". 

Despite  fierce  competition  from  the 
grocery  sector  and  in  the  face  of  changes  and 
debates  on  the  ethicaJ  side  of  the  business,  the 
pharmacy  remains  one  of  the  most  buoyant 
areas  in  non-food  retail,  with  consistent 
growth  in  the  average  turnover  per  outlet. 
"We  believe  this  sector  deserves  a 
professional  service,"  says  Brian  Scott,  "a 
service  which  Countercall  aims  to  provide. 
Countercall  links  manufacturers  with  both  the 
wholesaler  and  retail  pharmacist  by  providing 
a  range  of  services  to  ensure  all  parties 
concerned  benefit  from  greater  profit 
opportunities". 

The  cornerstone  of  Countercall's  service 
has  to  be  its  frequent  direct  contact  with  the 
retailer.  A  nationwide  team  of  professionally 
trained  salesmen  and  women  call  on  7,000 
chemists  each  journey  cycle.  "This  gives 
Countercall  the  widest  face-to-face  callage  of 
any  distributor  operating  in  the  chemist 
sector",  says  John  Johnston,  national  sales 
manager,  '  'which  enables  us  to  build  a  trust 
with  our  customers  and  ensure  we  keep  them 
informed  about  brand  developments  to  enable 
them,  in  turn  to  develop  their  own  OTC 
business  with  confidence". 

Greater  direct  contact  is  not  the  only 
service  Countercall  has  to  offer.  Its  structure 
also  incorporates  national  and  key  account 
negotiators  who  work  closely  with  both 


chemist  multiples,  symbol  group  head  offices 
and  depots  and  independent  wholesalers  to 
ensure  the  smooth  running  and  development 
of  the  business  through  a  network  of  carefully 
timed  brand  promotions.  Says  Mr  Scott:  "Our 
promotional  activity  is  representative  of  our 
close  collaboration  with  our  clients,  for  it  is 
only  by  understanding  their  individual  business 
strategies  that  we  can  achieve  effective 
distribution". 

Countercall's  close  working  relationship 
with  both  the  wholesale  and  multiple  trade  and 
the  manufacturer  has  also  led  it  to  understand 
the  need  for  a  flexible  approach  in  serving  the 
pharmacist. 

By  purchasing  stock  from  the 
manufacturer  and  storing  it  in  its  own  depots, 
Countercall  can  offer  a  simple  one-invoice 
point  system.  From  its  warehouses  it  can 
deliver  to  both  wholesalers  and  multiple 
depots  or  direct  to  the  pharmacist  (provided 
he  or  she  can  meet  Countercall's  minimum 
delivery  terms)  at  a  cost  saving  to  the  retailer. 

Where  a  manufacturer  already  has  a 
distribution  network  serving  the  pharmacy 
sector,  Countercall  can  operate  on  a  cost-per- 
call  basis  using  its  full  time  salesforce.  "It's  no 
accident  that  our  symbol  is  a  triangle  —  our 
objective  is  not  to  break  the  business 
relationship  between  pharmacist,  wholesaler 
or  multiple  and  manufacturers,  but  rather  to 
take  every  care  to  maintain  and  develop  it" , 
says  Scott.  "This  is  one  of  the  principle 
reasons  why  even  if  orders  are  delivered 
directly  to  the  pharmacist,  they  are  still 
invoiced  via  the  nominated  wholesaler". 

Two  other  examples  of  Countercall's 
constant  striving  to  provide  the  best  possible 
service  for  its  clients  are  its  telesales  and 
direct  mail  facilities. 

When  a  pharmacist  has  an  urgent  order 
or  wishes  to  take  advantage  of  our  Vestric 
Link  and  Unichem  Prosper  terminals  to 
gain  advantageous  pricing  on  transfer 
orders ,  or  simply  has  a  query  .Counter 
call's  0800  282892,  telesales  number 
comes  into  its  own. 

An  equally  important  means  of 


baby  feeding  products.  Says  Brian  Scott:  "As 
well  as  a  commercial  role,  the  pharmacist  has 
a  community  role  too.  And  if  we  can  help 
provide  more  information  and  background  on 
a  particular  product's  benefits  this  can  only 
help  the  pharmacist  in  dealing  with  his  or  her 
customers". 

It  is  this  determination  to  provide  a 
successful  quality  service  that  has  helped 
Countercall  to  quickly  develop  a  strong 
portfolio  of  first  rate  clients,  including 
Robinsons  Baby  Foods,  Peaudouce,  NUK  and 
Haribo. 

Peaudouce  was  Countercall's  first  client 
back  in  May  1986,  and  while  the  disposable 
nappy  market  has  seen  rapid  changes  in  the 
intervening  time,  Peaudouce  has  found  its 
distributors  performance  effective. 
"Countercall  has  achieved  impressive  results 
in  the  chemist  sector  with  sustained  growth  in 
distribution,"  says  Peaudouce  (UK)  Ltd 
general  manager,  Mike  Chambers.  "Based  on 
its  results  we  believe  Countercall  to  be  the 
ideal  medium  with  which  to  reach  and 
successfully  service  the  independent  chemist 
sector." 

These  sentiments  are  echoed  by  Colmans 
of  Norwich.  Says  Peter  Knowles,  marketing 
manager  for  its  Robinsons  brands:  "We 
initially  appointed  Countercall  on  a  six-month 
test  basis  for  our  baby  food  varieties  including 
Robinsons  Pure  Baby  Juice  and  C-Berry 
brands.  The  outcome  of  the  test  was 
successful,  so  we  appointed  Countercall  on  a 
full  time  basis  and  have  since  added  our  brand 
leading  Sufi  I  >rmk-  range  tu  the  l  ( umtrnall 
portfolio". 

Mapa  GmbH  is  the  German  parent  of  NUK 
baby  feeding  products  and,  from  a  different 
market  perspective  has  developed  close  links 
with  Countercall.   Says  Peter 
Klatt,  regional  export  manager 
responsible  for  NUK  in  the  UK: 
Our  marketing  effort  has  two 
major  elements.  Firstly, 
detailing  NUK  to  health 
visitors  to  increase  aware 
ness  of  the  product  range 
with  young  mothers. 
Then,  Countercall 
building  distribution 
through  the  pharm- 
acy sector  to  meet 
demand.  Early  in- 
dications show 
that  this  approach 
is  being  suc- 
cessful. ' ' 


Our  business  is  to 
develop  the  bond 
between  pharmacist 
and  supplier 


communication  is  the  Countercall 
Newsletter.  This  is  sent  direct  to  all 
independent  pharmacies,  once  every  two 
months  at  the  beginning  of  the  sales  cycle .  As 
well  as  keeping  the  pharmacist  up-to-date  on 
promotional  activity  and  new  product 
introductions  from  Countercall's  client  list,  the 
newsletter  has  been  used  for  both  exclusive 
chemist  offers  and  educational  purposes, 
notably  by  NUK  on  its  range  of  orthodontic 


So,  in  two  brief  years  Countercall  has 
already  established  a  reputation  for  quality  of 
service,  but  where  to  next?  "Given  the 
importance,  we  as  a  company,  place  on 
quality,  there  is  a  limit  to  the  number  of 
companies  and  brands  we  can  handle  with  our 
current  structure"  states  Scott.  "However, 
we  are  already  taking  steps  to  build  the  new 
structures  necessary  to  ensure  we  grow  to 
meet  the  demands  of  potential  future  clients, 
in  markets  outside  of  our  baby  business ' ' . 

Clearly,  here  is  a  company  with  sights 
firmly  set  on  the  future  —  a  profitable  future 
for  all  parties  concerned. 
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*'%'f/off®$  With  the  endorsement  of  Seton  Healthcare  -  a 

leading  name  in  healthcare  products  for  hospitals 
and  the  home  -  they're  certain  to  move  off  your 
shelves  fast. 


**** 


Seton  take  a  fresh 
look  at  Wipes 

Everyone  appreciates  a  good  idea.  So  when  we 
first  thought  of  a  range  of  fresh  wipes,  we  asked 

your  customers  their  opinion.  The  response  in 
favour  of  this  unique  concept  exceeded  even  our 
expectations.  And  that  means  that  our  fresh  idea 
is  bound  to  dean  up. 

Seton  have  developed  a  range  of  four  Sterets 
Health- wipes- antiseptic  Steriwipe,  germicidal 
Hand- wipes,  natural  Fresh- wipes  and  disinfectant 
Seat- wipes.  All  have  unique  cleansing  properties, 


(^<f  ar|d  each  one  is  suitable  for  a  specific  medical, 


^  antiseptic  or  hygienic  purpose. 

They  are  all  attractively  packaged  and  presented 
in  individual  sachets  for  cleanliness,  freshness  and 
convenience  with  the  support  of  a  strong, 
compact  point-of-sale  dispenser. 


tt*tfat.  It's  a  fresh  sales  opportunity,  so  make  sure  you 

%t  nave  suffjcjent  stocks. 

Then  you  can  clean  up  too. 


Seton 

Healthcare  Group 

Tubiton  House,  Oldham  0L1  3HS,  England. 

Tel:  061 652  2222  Telex:  669956  Fax  061 626  9090 


cou 

NTERPOINTS 

Mint 
condition 

Elida  Gibbs  are  introducing  a  new 
variant  to  the  Mentadent  P 
toothpaste  range. 

From  June  6,  Mentadent  P 
mint  will  be  available  in  50ml  and 
125ml  sizes.  The  price  structure 
will  be  the  same  as  Mentadent  P, 
which  will  be  called  Mentadent  P 
original.  Elida  Gibbs  Ltd.  Tel: 
01-4861200 

New  push  for 
Vitalert 

A  nationwide  advertising 
campaign  with  a  £lm  spend,  is 
launched  this  week  for  the  Vitalert 
range  of  vitamin  and  mineral 
supplements.  There  will  be  full 
colour  adverts  in  the  Sunday 
supplements,  major  women's 
magazines  and  a  six  week 
television  campaign.  The 
company  has  produced  a  new- 
display  unit  carrying  60  packs.  It  is 
available  on  an  introductory  offer 
with  £10  off.  Distributors  Chemist 
Brokers,  division  of  Food  Brokers 
Ltd.  Tel:  070221990. 


■ 


I'ifiti/rt''. 


Mentholatum  launch 
pre-sport  rub 


Mentholatum  are  introducing 
Deep  Heat  pre-sport  rub,  a  warm 
up  embrocation  containing 
menthol  1 .58  per  cent  and  methyl 
salicylate  18.94  per  cent  (60ml 
£1.95). 

Pre-sport  rub  will  be  supplied 
to  the  British  team  for  the  Seoul 
Olympics,  say  Mentholatum.  And 
a  national  Press  advertising 
campaign  is  planned  from  August. 
The  Mentholatum  Co  Ltd.  Tel: 
0734  340117. 

Torbet  Laboratories  now  market 
Carbellon  and  Chocovite  tablets. 
Chocovite  100's  rsp  £3.19, 
Carbellon  50's  £1.39,  250's 
£5.93.  Distributed  by  Fcmllon 
Ltd.  Tel:  04023  71136. 


AIDS  kit  for  travellers 


A  Travel-Aids  kit,  to  help  protect 
children  and  adults  for  HIV 
infection  abroad,  is  available  on 
mail  order  from  Philip  Harris 
Medical  Ltd. 

Designed  by  a  doctor  and  his 
AIDS-counsellor  wife,  the  kit 
contains  sterile  syringes,  needles 
and  cannulae,  stitching  material, 
skin  closure  strips,  sterile  swabs, 
non-stick      dressings,  a 


thermometer  and  cherry- 
flavoured  Dioralyte.  The  kit 
measures  about  24cm  by  19cm 
and  weighs  17oz  (£16.05  plus 
£1.25  postage  and  packaging;  no 
special  trade  price  to  pharmacies). 
The  company  also  makes  up  kits 
to  individual  requirements, 
including  bottles  of  plasma 
substitute.  Philips  Harris  Medical 
Ltd.  Tel:  021-4333030. 


Two  more  for  a  Rite-Diet 


Welfare  Foods  are  adding  two 
products  to  the  Rite-Diet  range 
from  June  13. 

Orange  flavoured  low  protein 
cream  wafers  (lOOg  £0.86)  are 
added  to  the  chocolate  and  vanilla 
wafers.  And  a  gluten  free  tea 
biscuit   (125g  £1.05)   will  be 


available,  which  is  also  soya  free. 

Both  products  are  also  free  of 
wheat,  milk,  egg  and  lactose  and 
are  awaiting  approval  for 
prescription  by  the  Advisory 
Committee  on  Borderline 
Substances,  say  Welfare  Foods 
Ltd.  Tel:  0625877387. 


provide  the  best  support 


•  A  new  range  of  Class  1,11  and  111 
graduated  support  hosicrv  •  Available  from 
all  wholesalers  •  Doctor  detailing  •  Pharmacy 
Information  Kit  •  Made  to  measure  service 


Making  hay 

A  national  Press  campaign  to 
coincide  with  the  start  of  the 
hayfever  season  is  planned  for 
Haymine,  say  Pharmax. 

And  there  is  a  new  slimline 
point  of  sale  merchandiser 
available,  which  holds  10  packs 
each  of  30s  and  10s  tablet  sizes. 
Pharmax  Ltd.  Tel:  032291321. 


DAP  take 
on  Lizzie 

David  Anthony  Pharmaceuticals 
are  now  distributing  the  Lizzie 
Webb  calorie  counter  book 
(£7.95). 

The  calorie  counter  is  a 
calculator  into  which  the  daily 
calorie  allowance  is  programmed. 
Each  one  comes  complete  with 
the  Lizzie  Webb  pocket  calorie 
counter  book,  which  covers 
everything  from  a  simple 
sandwich  to  a  Chinese  take-away. 

The  pale  blue  calorie  counter 
can  be  worn  pendant-style  around 
the  neck,  used  as  a  keyring  or  with 
a  pocket  clip.  It  comes  packaged 
with  the  book  and  a  booklet  of  tips 
from  Lizzie,  in  a  carton  featuring 
the  TVam  star. 

A  display  unit  is  available. 
David  Anthonv  Pharmaceuticals. 
Tel:  051-486  7117. 


IH!  I  1  ADING  NAMI  IN  (.  ( All'RI  S.SK  )N  1 1(  )MI  l<> 


Absolute  Alcohol 

Synthetic  quality  available  to  British  and  all  well  known  International  Specifications  and  Pharmacopoeias. 


James  Burrough  (EA.D.)  Ltd. 

356  Kenninyton  Road.  London  SE 11 4LD  T<;l  01582  0232 
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UESTIONS 


1.  Would  the  pharmacist  be 
reimbursed  for  30  capsules? 

2.  How  could  the  pharmacist 
ensure  that  payment  will  be 
made  for  this  quantity  without 
having  to  return  it  to  the  GP? 

3.  Would  the  pharmacist  be  able 
to  dispense  any  quantity  of  the 
prescription  if  the  prescriber 
could  not  be  contacted? 


A 


NSWERS 


No,  the  prescription  would  be 
returned  to  the  pharmacy 
requesting  the  GP  to  confirm 
the  quantity  dispensed. 
The  pharmacist  would  need  to 
contact  the  prescriber  before 
dispensing  the  prescription  and 
confirm  the  quantity  to  be 
supplied.  The  prescription 
would  have  to  be  endorsed 
'PC  (prescriber  contacted) 
with  the  quantity  supplied. 


This  prescription  would  be 
returned  to  the  pharmacy 
because  the  doctor  has  not 
entered  all  the  details.  The 
Pharmaceutical  Services 
Negotiating  Committee 

explains  what  extra 
information  is  required  and 
what  the  pharmacist  can 

dispense  without  it. 

3.  Yes,  the  pharmacist  could 
dispense  up  to  and  including  a 
five  day  supply. 

The  prescription  would 
have  to  be  endorsed  with  the 
quantity  supplied  and  'PNC 
and  this  would  be  passed  for 
payment. 


no  further 

^  /  for  the  relief  of  conjunctivitis 
due  to  hay  fever, 
irritating  smoke  or  dust 

OTRIVINE-ANTISTIN 

xylometazoline  hydrochloride,  antazoline  sulphate 

Sterile  eye  drops 

'■  A  Pharmacy  Sale  only  product 

Zyma  Zyma  (UK)  Limited,  Alderley  Edge,  Cheshire  SK9  7XP    Detailed  information  will.be  sent  on  request 
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hree  valuable 
New  Gems; 


BATH& 
SHCAA/EK 


GEL 


WITH  MOIST 


BATH  & 
SHOWER 
GEL 

moisturises 


ALL  OVER  SH  All  OVER  SH  AMP?,S 

P  BODY  AND  ^K0E&HA'R 
250rrv-         '  250m,e 


dst-selling  Gem  has  always  offered  great  value 
fond  given  terrific  returns.  Now,  with  the  addition 
\)f  three  new  products  to  the  range,  you'll  have 
nven  more  opportunities  to  make  a  good  profit. 

^f>^  New  Gem  250ml  Bath  &  Shower  Gels. 

Easy-to-use  for  body  and  hair. 
<*%^  lightly  fragranced  and  kind  to  skin. 

Mild  and  gentle  for  family  use. 

New  Gem  300ml  Hair  spray. 
Bigger  size,  bigger  value. 

Gem  Mousse,  Hair  A  Bodysprays  contain 
no  C.F.C.'s,  making  them  ozone-friendly. 
Up-to-the  minute  packaging. 
Shrink-wrapped  In  small  quantities  for 
convenient  stocking. 


TELEPHONE:  0695  20111  NO  W> 


RICHARDS  W  APPLEB\ 


HOW    TO    PICK  UF 

MILLION 


£300,000,000  a  year,  that's  what  the  booming 
baby  care  market  is  now  worth. 

And  that's  why  we've  just  launched  our 
exciting  new  baby  care  range  -  so  that  independent 
chemists  can  order  from  a  single  source  all  the  products 
required  to  tap  into  this  lucrative  market. 


Everything  from  baby  powder  and  sterilising  tablets  to  soothers  and  feeders. 

Produced  to  the  very  highest  standards, 
competitively  priced  and  giving  at  least  30%  profit 
on  return,  the  range  looks  set  to  repeat  the  brand 
leading  performance  of  our  disposable  nappies. 

All  the  products  are  attractively  packaged 
and  carry  the  Numark  Bear  idiom. 
They  are  also  supported  by  impactful  and  tasteful  point  of  sale  materials, 
including  an  attractive  and  valuable  counter  top  display  unit. 


rHE  THREE  HUNDRED 
>OUND  BABY. 


has 


.'0, 


A  strong  campaign  of  full  colour  advertisements  will  be  appearing 
in  magazines  such  as  Mother  &  Baby,  Parents,  Mother,  Under  Five,  Family 
Circle,  Practical  Parenting  and  Woman's  Own,  together  with  Sunday  Post 
and  Ulster  TV  bookings. 

So  if  you  want  to  pick  up  your  share  of  this  growing  market,  stock  the 
baby  care  range  now. 


Contact  your  local  Numark  wholesaler  or  Geoff  Bass  at 
Numark  Central  Office,  51  Boreham  Road,  Warminster,  Wilts,  BA12  9JU. 
Tel:  (0985)215555. 


ZlNUMARKlZ 


THE   BRIGHTEST  WAY  TO   RUN   YOUR  BUSINESS 


It  will  keep  even  your  most 
sensitive  customers  happy 


tire 


CLEANSING 
LOTION 


I 


ure 


MOISTURISING 
LOTION 


ure 


SKIN  TONIC 


km 


ure 


FRAGRANCE 
FREE 


•  R0LW3N.  ■ 
ANTI-PERSPIMN) 
DEODORANT 


FREE 


FRAGRANCE 
FREE 


TALC 

FOR  SENSITIVE  SKIN 


FRAGRANCE 
FREE 


FRAGRANCE 
FREE 


too  g  e  — 


FRAGRANCE 
FREE 


—  200 


ml  p  


So  caringly  formulated,  so  beautifully  packaged  and  so  attractively  priced 
-  So  Pure  just  has  to  be  a  major  new  source  of  profit. 


Fragrance  free  with  no 
artificial  colourants 


High-profile,  cosmetic 
style  package 

Suitable  for  all  skin  types 


AL  LAUNCH  PARCEL 
TODAY  FOR  DETAILS 


Features  a  hygenic 
tamper-proof  seal 

Free  merchandiser, 
back-card  and  tester 


Offers  exceptional  value 


RICHARDS 


SO  PURE  HOTLINE 
TELEPHONE:  0695  20111  NOW! 

APPLEBY 


1  SKINCARE 

mi 

Skincare  nature's  way 

The  natural  products  market  is  reputed  to  have  trebled  since  the  beginning  of 
the  eighties,  but  most  of  this  growth  has  taken  place  in  specialist  stores. 
Now  the  independent  chemist  can  get  a  slice  of  this  very  big  apple 


The  trend  towards  natural  products  goes  hand 
in  hand  with  the  development  of  a  more  health 
conscious  nation.  As  Edwina  Currie  extolls  the 
virtues  of  avoiding  chips  and  greasy  breakfasts 
that  do  our  insides  no  good,  some  believe  we 
should  rethink  our  approach  to  our  outsides 
and  conclude  that  natural  must  be  best. 

After  the  phenomenal  success  of  the  Body 
Shop,  it  was  only  a  matter  of  time  before  the 
toiletries  manufacturers  took  a  closer  look  and 
harvested  a  crop  of  products  with  an  emphasis 
on  pure,  simple,  natural  beauty. 

Products  are  promoted  as  being  kind  to  the 
skin,  gentle  yet  effective,  and  suitable  for  all 
skin  types,  especially  those  with  sensitive 
skin.  And  the  emphasis  is  often  on  the  lack  of 
fragrance. 

Ingredients  are  purported  to  be  only- 
nature's  finest  and  old  favourites  such  as 
glycerine,  witch  ha^el  and  yes,  even  water  are 
back  in  vogue.  And  if  anything  is  added  apart 
from  the  basic  oils,  waxes  and  water,  only 
flowers,  leaves  and  roots  are  chosen. 

Beecham  led  the  way  with  the  relaunch  of 
Pure  and  Simple  last  year.  A  group  of  regime 
products  —  cleanser,  toner  and  mosturiser  — 
aimed  at  what  Beecham  call  pragmatic  buyers: 
"Pragmatists  are  women  who  would  not 
dream  of  using  general  purpose  brands  or 
relying  on  soap... but  buy  purpose-specific 
toiletry  brands.  They  require  product 
information,  effective  and  quality  products, 
simplicity  in  both  formulation  and  routine,  and 
naturalness  in  product  without  sacrificing 
efficacy". 

To  meet  requirements  for  information, 


packs  of  Pure  &  Simple  contain  a  list  of 
ingredients  (including  water)  and  their  action. 
Lesley  Chapman  of  the  marketing  department 
at  Beecham  Toiletries  says:  "We  are 
extremely  pleased  with  the  success  of  Pure  & 
Simple  during  the  first  nine  months  of  sales ' ' . 

Simply  Natural  is  a  new  range  from  Albion, 
the  makers  of  the  successful  Simple  line. 
Simple  is  promoted  as  "not  perfumed,  not 
coloured,  just  kind,"  but  the  Simply  Natural 
range  is  fragranced  and  coloured  light  blue  for 
the  aloe  vera  variant  for  normal  or  dry  skin, 
and  green  for  the  camomile  for  greasy  skins. 


Again  the  aim  is  to  offer  a  complete  skin  care 
regime. 

Albion  say  they  are  targetting  a  different 
customer  from  Simple  users.  While  Simple 
appeals  to  all  ages,  Simply  Natural  is  aimed  at 
the  lifestyle  conscious  woman  who  is  more 
aware  of  the  need  to  look  after  herself  —  this 
tends  to  be  a  younger,  more  affluent  person. 
"The  range  should  offer  chemists  the 
opportunity  to  compete  with  own  label 
products,"  they  say.  And  on  merchandising 
they  suggest  that  Simply  Natural  is  displayed 
in  the  healthfood  section. 


With  something  this  Simple  would  you  add  colour  or  fragrance?  Albion  have  but  its  Simply  Natural 
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While  Albion  go  from  additive  free  to 
natural  additives,  Richards  &  Appleby 
introduced  So  Pure,  a  fragrance  free  range  to 
compliment  Purely,  the  skincare  and  personal 
hygiene  range  that  includes  apricot,  almond 
and  avocado,  launched  last  year. 

Again  So  Pure  is  aimed  at :  "  Someone  who 
really  wants  to  take  care  of  their  skin  and 
wants  pure  products. ' '  The  range  is  free  from 
perfume  and  allergy  tested,  and  packaging, 
too,  is  designed  to  underline  purity  —  the 
boxes  are  sealed  in  cellophane  making  them 
tamper  proof.  So  Pure  extends  the  face  care 
regime  concept  to  total  body  care.  The  range 
comprises  a  hand  and  body  lotion,  talc  and  roll- 
on  deodorant,  as  well  as  cleansing  lotion,  tonic 
and  moisturising  lotion. 

Thomas  Christy,  who  have  been  in  the 
'•'green"  business  for  a  long  time,  with  their 
fruit  and  vegetable  varieties  of  face  masks  and 
other  products,  also  entered  this  blossoming 
market.  First  of  all  they  launched  Simply  Pure 
in  January  and  followed  this  with  last  week's 
launch  of  the  Peach  range  for  the  face  and 
body. 

Steve  Barker,  Christy  marketing 
manager,  agrees  with  other  commentators  on 
this  new  market:  "The  trend  towards  natural 
living  has  extended  beyond  food  and  now 
encompasses  most  product  areas  including 
toiletries  and  cosmetics,  consumers  recognise 
that  Simply  Pure  gives  them  the  benefits  of  a 
comprehensive  skincare  range  containing  all 
the  essential  ingredients,  but  without  any 
irritating  additives." 

The  initial  launch  was  of  a  cleansing  lotion, 
moisturising  lotion  and  moisturising  cream, 
and  a  toner  was  added  last  month.  With  the 
Peach  range  Christy  say  they  are  poised  to 
create  a  brand  new  market  sector  with  a  co- 
ordinated face  and  body  cleansing  regime 
offering  top-to-toe  care:  facial  and  body 
scrubs,  a  moisturising  mask,  and  a  facial  wash 
cream. 

And  how  are  the  "old  favourites", 
responding  to  the  consumer  who  has 
heightened  self-awareness?  Well  it  seems  to 
be  "even  if  you're  beating  them,  join  them, ' ' 
as  the  leader  in  the  cleansing  market  Whitehall 
Laboratories  launch  a  fragrance-free  version 
of  Anne  French,  which  this  year  celebrated  its 
fiftieth  anniversary. 


Advertising  for  the  new  variant  highlights 
"nothing  added,  everything  taken  away." 
And  with  the  launch  of  fragrance  free,  the 
company  expects  the  brand  share  in 
pharmacies  to  increase  from  2 1  per  cent  to  30 
per  cent.  It  is  targetted  to  appeal  to  young 
women  in  the  15-24  age  group,  "who  want  an 
honest,  effective  cleanser  to  care  for  their 
skin,"  Whitehall  say. 

And  the  "catch  'em  young' '  philosophy  is 
shared  by  Cuticura  who  were  aiming  at 
teenagers  who  have  "genuine  sensitive  skin" 
in  the  redesign  of  its  range  last  year.  A 
fragrance  and  colour  free  soap  was  added  and 
packaging  for  the  whole  range  updated. 

The  premium  end  of  the  market  saw 
increased  activity,  too.  Elizabeth  Arden 
introduced  a  trio  of  products  in  the  Visible 
Difference  range,  continuing  the  trend  in 
regime  products;  a  deep  cleansing  lotion,  a 


refining  moisture  lotion  and  a  refining  toner. 
And  natural  skincare  went  one  step  further  by 
entering  the  "dawn  of  biotechnology", 
according  to  Kanebo  who  extended  the 
Exclusive  Bio  range  of  cleansing  oil,  facial 
soap,  moisture  lotion  and  eye  mask  elixir, 
adding  a  concentrated  skin  food  and  a  self- 
timing  peel  off  face  mask. 

Helena  Rubinstein  have  also  been  active  in 
the  premium  sector  with  the  new 
Performance  H20  range  of  moisturising 
products  and  Existence  eye  structurer  gel  for 
smoothing  wrinkles  and  puffiness  around  the 
eyes. 

And  the  ultimate  in  natural  skincare,  the 
basic  ingredient  in  most  products,  water  now 
comes  into  its  own  or  out  on  its  own.  Evian 
facial  spray  based  on  pure  mineral  water,  is 
making  good  ground  this  year,  according  to 
distributor's  JICA  beauty  products. 


Coming  clean 


C&D  takes  a  clean  look  at  cleansers  with 
technical  advice  from  Roc  Laboratories. 

Choosing  the  right  cleanser  depends  very 
much  on  correct  analysis  of  skin  type.  Skin 
classification  is  usually  according  to  the  activity 
of  the  oil-producing  sebaceous  glands  that  lie 
just  below  the  skin. 


*  Too  little  oil  is  produced;  skin  may  feel  dry 
and  taut,  especially  after  cleansing 

*  pores  may  be  fine  and  tight 

*  flaky,  paper-thin  appearance. 


Anne  French  take  everything  away 


*  Overactive  sebaceous  glands;  problems 
usually  in  adolescence  although  may  persist 
even  up  to  old  age! 

*  Shine  appears  soon  after  cleansing 


*  pores  are  noticeable 

*  coarse  texture  but  firm  to  the  touch 

*  tendency  to  blackheads  and  blemishes 

*  will  mark  tissue  pressed  on  skin 

Note:  colour  can  affect  assessment  of  skin 
type  because  oil  reflects  more  off  a  dark 
surface;  black  skin  tends  to  appear  oilier  and 
may  be  incorrectly  classified  as  oily. 

Normal 

*  Not  particularly  oily  or  dry 

*  Smooth      and  firm 

*  Pores  barely  noticeable 

Combination 

*  Pores  are  noticeable  and  skin  is  greasy  in  a 
central  T-zone  of  forehead,  nose,  central 
cheeks  and  chin  —  other  areas  are  normal  or 
dry. 


to  touch 


! 
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More  than  soap  and  water 


Products  for  cleansing  come  in  many  shapes 
and  guises.  Galen  the  Greek  physician  is 
reputed  to  have  invented  the  first  cleansing 
cream  in  AD150,  a  combination  of  melted  bees 
wax  and  olive  oil  with  water  or  rose  water 
beaten  into  it.  Application  caused  a  cooling 
sensation  (hence  cold  cream)  and  softened 
skin. 

As  with  clothes,  cleansing  fashions  come 
and  go,  and  the  cold  cream  was  replaced  with 
soap,  and  then  lotion  cleansers. 

However,  it  seems  we  have  always  liked 
the  feel  of  water  to  assure  us  that  we  are  truly 
clean.  And  now  the  cold  cream  is  making  a 
comeback  as  facial  wash  cream. 


Soap 


Soap  is  an  alkaline  product  (pH9-ll)  made  by 
saponification  —  the  action  of  a  base  or  alkali 
such  as  sodium,  on  a  mixture  of  fatty  acids. 
Perfumes,  colourants  and  preservatives  may 
be  added. 

Using  soap  is  still  a  popular  form  of 
cleansing  because  it  is  effective  at  removing 
grime  and  inexpensive.  However,  soap  does 
have  drawbacks.  It  can  disturb  the  skin's  acid 
balance  making  it  susceptible  to  infection, 
irritation  and  dryness.  If  residues  of  soap  are 
left  on  the  skin,  it  can  take  up  to  two  and  a  half 
hours  for  it  to  return  to  its  normal  pH  of  around 
5.5.  So  it  is  important  to  rinse  thoroughly  with 
lukewarm  water. 

The  irritancy  of  soap  varies  from  brand  to 
brand ,  and  the  best  guide  for  your  customer  is 
to  choose  a  soap  which  does  not  cause  excess 
drying,  and  scaling  or  taut  skin.  Irritation, 
redness  or  soreness  can  be  a  sign  of  reaction, 
usually  to  a  colourant  or  perfume;  those  with 
sensitive  skin  should  use  unperfumed, 
uncoloured  brands. 

Non  soap  cleansing  bars 

These  contain  synthetic  detergents  and  can  be 
used  like  soap,  but  have  a  pH  closer  to  that  of 
skin.  By  formulating  with  a  strong  defatting 
agent  they  can  be  suitable  for  oily,  acne  prone 
skin. 

Again  the  choice  of  product  depends  on  the 
effect  on  skin,  and  thorough  rinsing  is  still 
necessary  since  residues  left  on  the  skin  will 
continue  to  break  down  its  protective  barrier. 

Lotions  and  creams 

These  are  emulsions  of  water-in-oil  or  oil-in- 
water  that  are  especially  effective  at  removing 
make-up.  The  emulsion  dissolves  and 
suspends  particles  of  grime  and,  yet  has  a 
gentle  action  because  it  is  usually  formulated 
to  have  a  pH  that  matches  that  of  skin. 
Colourants  and  perfumes  are  added  to 
formulations  simply  for  aesthetic  reasons. 
Xon-rinseable  milks  and  lotions  are  oil- 
in- water  emulsions.  They  should  be  applied 
with  the  fingertips  or  damp  cotton  wool  (rather 
than  tissues  which  can  scratch)  and  removed 
after  a  few  minutes  with  damp  cotton  wool. 
Cleansing  creams  are  modern  day 
refinements  of  Galen's  original  formula.  They 
are  thicker,  water-in-oil  emulsions  which 
contain  more  oil  than  milks  and  lotions  but  are 
used  in  the  same  way. 

Wash-off  creams  have  recently  become 
popular,  with  a  number  of  manufacturers 
adding  them  to  their  ranges  in  recent  months. 


They  are  water  soluble  versions  of  creams  and 
are  popular  since  many  women  still  like  the 
feel  of  water  for  thorough  cleansing. 
Cleansing  pads  consist  of  an  absorbent 
material  saturated  with  a  liquid  cleanser.  They 
are  useful  for  travelling  to  use  as  make-up 
removers,  but  some  may  be  too  harsh  for 
regular  use. 


Special  treats 


Not  for  everyday  use,  deep  cleansing 
treatments  supplement  a  cleansing  routine 
and  leave  skin  looking  brighter,  firmer  and 
fresher. 


Exfoliators 


To  exfoliate  means  to  peel  off  and  this  process 
removes  the  top  layer  of  dead  cells  which  dull 
skin  and  can  cause  problems. 

Most  regimes  now  include  an  exfoliator. 
They  come  as  pH  balanced  pastes,  creams, 
liquids  or  gels,  in  which  tiny  particles  with  an 
abrasive  action  are  suspended. 

They  should  be  massaged  gently  in  circular 
movements  avoiding  the  eye  area,  and  rinsed 
off  thoroughly  with  warm  water. 
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These  also  have  an  exfoliating  action  by 
mechanically  lifting  dead  cells  off  the  skin 
surface.  They  are  based  either  on  absorbent 
substances  such  as  kaolin  or  mud  that  draw 
out  sebaceous  secretions  or  come  as  a  gel  that 
sets  into  a  layer  that  is  peeled  off. 
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A  skindeep  question? 


The  Acnidazil  skincare  survey  was  launched 
by  Janssen  over  a  year  ago  to  provide  a  profile 
of  the  teenager  who  suffers  from  spots,  while 
offering  respondents  an  analysis  of  their 
problems  and  advice  on  dealing  with  spots. 

Initially  the  service  was  promoted  through 
teenage  magazines  and,  in  January,  leaflets 
were  available  through  pharmacies.  Since  then 
the  response  has  been  '  'fantastic" ,  according 
to  Colin  McKenzie  product  manager:  "We 
expected  about  3,000  replies  in  the  first  half  of 
the  year,  so  far  we  have  received  30,000. ' ' 

People  replying  have  covered  a  wide  range 
from  12  years  up  to  89  years,  part  of  the 
unlucky  10  per  cent  who  have  acne  for  life. 
The  majority  of  replies  came  from  the  14-19 
age  range,  said  Mr  McKenzie. 

The  survey  takes  the  form  of  a  multiple 
choice  questionnaire  in  four  sections: 
symptoms;  action  taken;  health  and  diet;  and 
a  general  profile  of  the  respondent.  Twenty 
questions  are  asked  in  total.  Each  reply  is 
analysed  by  a  computer  which  has  265 
different  replies  programmed  in,  and  a 
personalised  letter  is  sent  out .  Because  of  the 
large  response,  the  turnaround  time  is  about 
three  weeks. 

The  reply  provides  general  information  on 
the  causes  of  acne  and  how  to  treat  and 
prevent  it,  as  well  as  individualised  advice  on 
the  severity  of  the  participant '  s  spots .  And  it 
encourages  a  respondent  who  has  not  yet 
sought  professional  advice  to  pay  a  visit  to 
their  pharmacy. 


Preliminary  analysis  of  results  indicate  only 
14  per  cent  had  consulted  their  pharmacist 
about  skin  in  the  previous  year,  while  20  per 
cent  had  seen  a  GP.  A  quarter  had  sought 
advice  from  friends  and  a  quarter  from 
parents.  The  most  commonly  used  remedies 
were  creams,  ointments  and  gels,  which 
almost  60  per  cent  had  tried,  followed  by  face 
washes  (41  per  cent)  and  medicated  soaps  (40 
per  cent). 

And  for  adults,  Endocil  iniated  a  skincare 
survey  currently  featured  in  Over  21  Beauty 
Nine  magazine.  A  multiple  choice  format  is 
used  here  too  which  should  give  an  insight  into 
trends  in  purchasing  patterns  and  skincare 
routines  practised  by  consumers.  It  asks 
about  types  of  cleanser  used,  and  use  of  toner 
and  moisturiser;  whether  a  strict  regime  is 
used;  and  brand  loyalty. 


Janssen  ask  teenagers  about  their  skin  problems 
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SKING 


wing  market 


Skincare  is  one  of  the  largest  and  fastest 
growing  sectors  of  the  cosmetics  and  toiletries 
market,  worth  £230m  in  1986,  with  an 
expected  increase  of  1 1  per  cent  to  £256m  last 
year,  according  to  Euromonitor.  SDC  put  the 
figure  at  £293m  in  1987,  a  year-on-year 
increase  of  12  per  cent.  In  volume  terms  the 
market  rose  by  6  per  cent  to  164 million  units, 
say  SDC. 

The  chemist  sector  is  still  doing  well  with 
a  43  per  cent  sterling  overall  share,  showing 
a  13  per  cent  increase  in  value  to  £132m  in 
1987,  (volume  up  4  per  cent  to  66m  units).  It 
is  closely  matched  by  the  drugstores  which 
also  showed  a  13  per  cent  rise  to  £24m  on 
volume  of  22million  units  (an  increase  of  8  per 
cent).  But  the  grocery  sector  is  catching  up, 
ahead  of  the  general  market,  it  jumped  19  per 
cent  in  value  (£25m)  and  12  per  cent  in 
volume. 

Una  Skehan,  Vichy  marketing  manager 
comments :  '  'The  chemist  sector  has  retained 
and  improved  its  share  of  the  total  skincare 
market.  However,  grocery  outlets  have  been 
more  successful  in  gaiiung  sales,  the  growth 
coming  from  the  toiletry  skincare  brands." 

Although  the  market  is  highly  fragmented 
and  complex,  with  some  product  categories 
overlapping,  some  patterns  and  growth  areas 
can  be  defined.  The  largest  sector  is  skin  foods 
and  moisturisers,  which  were  worth  £106m  in 
1986  expanding  by  10  per  cent  in  1987 
(Euromonitor) .  The  leading  brand  is  still  Oil  of 
Ulay  from  Richardson- Vicks,  which  is  widely 
used  by  older  women,  now  forming  an 
expanding  sector  of  the  population.  Cleansers 


form  the  second  largest  category  at  £42m  in 
1986.  This  has  been  a  strong  growth  area  as 
cleansers  have  substituted  for  toilet  soap  in 
recent  years.  Boots  lead  in  this  area, 
marginally  ahead  of  Gillette's  successful  Aapri 
range,  and  Chesebrough-Ponds  are  also 
gaining  share. 

Astringents  and  toners  were  worth  £2 1  m 
in  1986  and  growth  has  continued  at  strong 
levels. 

Smith  &  Nephew  dominate  the  general 
purpose  sector  with  over  50  per  cent  share. 
Products  for  babies  which  are  used  widely  by 
adults  with  sensitive  skin  have  benefited  from 
the  demand  for  "more  gentle  products." 

Future  prospects  for  skincare  products 
continue  to  look  promising,  say  Euromonitor, 
citing  the  increase  in  numbers  of  women  aged 
30-50  as  a  key  factor  —  skincare  products, 
unlike  colour  cosmetics ,  do  not  have  a  strong 
usership  towards  the  young. 

Trends  for  this  year  include  "regime" 
products  and  this  is  expected  to  continue. 
Euromonitor  predicts  new  ranges  linking  with 
other  sectors,  such  as  sun  care,  and  new 
product  areas  such  as  exfoliating  products, 
rinse-off  cleansers  and  eye  products  will 
develop. 

The  main  growth  is  expected  to  be  in 
moisturisers  and  skin  foods,  with  hand  and 
body  lotions  doing  well.  However  the  general 
purpose  market  may  suffer  as  the  market 
grows  more  sophisticated,  predicts 
Euromonitor,  with  a  decline  likely  in  baby 
lotions  as  products  for  sensitive  skin  grow 
more  sophisticated. 


Marketing  news 


Beecham  Health  Care  are  rerunning  their 
"Blitz  those  zits"  television  advertising 
campaign  this  month  with  a  £  1.1m  spend  over 
the  Summer.  The  Oxy  range  is  sold 
exclusively  through  pharmacies,  and  was 
relaunched  in  April  with  the  introduction  of  a 
facial  scrub.  Oxy  has  a  17  per  cent  brand 
share,  a  year  on  year  increase  of  about  12  per 
cent,  says  marketing  manager  Andrew 
Armstrong.  And  this  year's  target  is  a  25  per 
cent  increase. 


Christy  the  leaders  in  the  face  pack  market, 
have  launched  a  national  advertising  campaign 
to  support  the  range.  With  a  £250,000  spend, 
there  will  be  full  page  colour  adverts  in  major 
magazines  featuring  the  copy  line:  "Christy 
knows  more  about  your  face  than  the  mirror' ' . 
Christy  have  a  1.1  per  cent  share  in  the 


skincare  market  and  showed  a  30  per  cent 
increase  year  on  year.  Steve  Barker, 
marketing  manager,  comments:  "The 
Summer  advertising  campaign  is  designed  to 
promote  Christy  face  packs  at  a  time  when  the 
consumer  is  looking  for  a  natural  healthy 
complexion." 

Cuticura  soap  sales  have  grown  by  25  per 
cent  in  the  past  13  months  and  the  range  is 
worth  £3.5  —  £4m  at  rsp,  say  DEP.  This  year 
£lm  will  be  spent  on  consumer  promotions 
including  a  variety  of  coupon  and  trial  pack 
offers.  This  month  there  is  a  30p  coupon  on 
150g  bars  of  soap  and  in  July  the  120g  size  of 
talc  will  be  banded  with  the  new  fragrance -free 
soap. 

Dendron  are  supporting  Blisteze  with  an 
advertising  campaign,  in  teenage  and 
women's  magazines.  There  are  new  half- page 
colour  and  smaller  high  frequency  adverts. 
Some  82  per  cent  of  1 5  to  25  year  old  women 
will  see  the  adverts  over  nine  times,  say 
Dendron.  There  will  be  sampling  of  Blistik  and 
Blisteze  and  special  promotions  from  August 
to  October.  Dendron's  DDD  medicated  range 
and  Deep  Down  will  also  benefit  from  a  PR 
campaign  encompassing  teenage,  women's 
and  parent  Press. 

Endocil  are  wooing  the  young  in  a  bid  to 
introduce  the  brand  to  a  new  market.  Chefaro 
Proprietaries  have  launched  a  concentrated 
campaign  to  increase  the  presence  of  the 
brand  in  the  media.  One  example  is  the 
skincare  survey  in  Over  21  (see  page  1107) 


and  there  will  be  a  mother  and  daughter 
competition  in  Wedding  &  Home.  The  range 
will  also  be  promoted  in-store  with  gift  packs 
and  coupon  offers  to  encourage  repeat 
purchase,  and  a  product  information  leaflet  is 
available. 

Evian  facial  spray  will  be  supported  by 
advertising  in  the  women's  Press  including 
Company,  Elle,  Options  and  Cosmopolitan.  It 
is  being  promoted  for  top-to-toe  use  to  protect 
skin  from  the  drying  effects  of  the  summer 
weather.  And  it  is  safe  to  use  in-flight  and 
won't  damage  the  ozone  layer  since  it  uses 
nitrogen  as  a  propellant,  say  Evian. 

Piele  is  a  hand  made  soap  introduced  into  the 
UK  last  year  and  made  in  Brazil  from 
vegetable  based  ingredients.  It  contains 
glycerine  and  coconut  oil  and  has  an  alkali 
content  of  0.001  per  cent.  There  are  ten 
fragrances  in  the  range  including  algae,  honey, 
green  apple  and  lemon.  Piele  marketing 
manager  Philip  Francis  says  the  brand  has 
gone  from  strength  to  strength  since  launch 
last  August.  The  company  has  three  main 
targets;  the  independent  chemist,  the 
independent  health  food  shop  and  department 
stores.  Chemists  average  about  30  per  cent  of 
turnover  but  says  Mr  Francis:  "We  have 
found  them  very  conservative  about  new 
products. ' '  He  has  found  health  food  shops  to 
be  more  liberal  in  their  thinking  and  is 
encouraging  pharmacists  to  do  more  to  secure 
and  hold  onto  their  share  of  the  market. 
Advertising  has  so  far  been  limited  to  health 
magazines  such  as  The  Vegetarian,  but  in  the 
future  it  is  hoped  to  expand  to  radio  and  the 
Press  generally,  with  the  target  group  being 
young  adults.  Piele  is  hoping  to  promote  a  new 
approach  to  soap:  "Due  to  the  high 
concentration  of  harsh  alkalis  used  in 
traditional  formulas,  soap  has  developed  a  bad 
image  in  the  cosmetics  industry,  but  in  its 
purest,  most  natural  form,  soap  need  not  harm 
the  skin  in  any  way. " 


Skin  Fitness  have  just  launched  a  face  wash 
and  scrub  for  men.  The  face  wash  is 
formulated  as  a  clear  gel  for  daily  use,  before 
shaving.  The  scrub  removes  dead  cells  and 
grime  while  loosening  and  discouraging  in- 
growing hairs,  say  Skin  Fitness.  And  like  the 
other  products  in  the  range  —  a  shaving  cream 
and  after  shave  moisturiser  —  the  new 
products  are  fragrance  free.  "Most  men  are 
unaware  of  the  benefits  of  skincare,"  says 
managing  director  John  Fields.  "The  market 
is  still  in  its  infancy  and  we  aim  to  be  at  the 
forefront  of  its  growth  introducing  quality,  no- 
nonsense  products  at  no-nonsense  prices," 
he  says. 

Promotions  planned  for  the  Summer 
include  competitions  in  regional  newspapers 
in  which  gift  packs  and  t-shirts  can  be  won. 
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ALL  OFFERS 
SUBJECT 
TO  AVAILABILITY 
AND  VAT 
WHERE  APPLICABLE 


Lilia  Regular  Press 
on  Towels  PM  39p      Radox  Herbal  Bath 


6  x  10  s 


1.42 

P  M  39p  POR  30  2% 


6  x  300ml 


3.09 

SRP  75p  P  O  R  21% 


Sure  Anti-Perspirant 
Blue/Pink/Amber 
Men/Active 
12  x  1 00ml 

3.99 

S  R  P  59p  P  O  R  35.1% 


Floret  Fly  Killer 
+  50ml  extra  free 

12  x  250ml 

4.59 

SRP  65p  P  O  R  32  3% 


OFFERS 
AVAILABLE 

UNTIL 
24th  JUNE 
1988 


Silviknn  Hairspray 
+  25ml  extra  free 

1 2  x  225ml 

6.99 

S  R  P  95p  P  O  R  29.4% 


Colgate  Toothpaste 
PM  49p 

I  2  x  50ml 

3.69 

P  M  49p  P  O  R  27.8% 


Pledge  Polish 
PM65p 

1  2  x  200ml 

4.88 

PM  65p  POR  28% 


Head  &  Shoulders 
Shampoo 

-  Free  Trial  Size  Conditioner 
12x1 50ml 

8.88 

S  R  P  1  09  P  OR  21.9% 


Gillette  Shaving  Foam 
Regular/ Lemon  &  Lime 

-  50ml  extra  free 
1 2  x  250ml 

7.39 

S  R  P  89p  P  O  R  20  4% 


Wilkinson  Sword 

Retractor 
Disposable  Razor 

10  x  5  s 

2.29 

S  R  P  33p  P  O  R  20  1% 


WHOLESALERS  NOT  SUPPLIED 


BRANCHES  - 

ALOERSH0T  CARDIFF  DAGENHAM 

Tel  Aldershol  102521  313058  Tel  CardiM  (02221 75792?  Tel  01-592  7839 

AV0NM0UTH  CHRISTCHURCH  01  593  3501 

Tel  Avonmouth  102721  825551  Tel  Christchurch  (02021  482071        01-595  7497 

BARNHAM  COLCHESTER  DERBY 

Tel  Yapton  (02431  552628  Tel  Colchester  102061  549054  Tel  Oerby  103321  833833 

BRIGHTON  C0WES  EASTUIGH 


Tel  Brighton  (02731 779731/2. 3  Tel  Cowes  (09831  29651 1         Tel  Southampton  107031 610816  Tel  Ipswich  10473)  59059 


EPPING  KEYNSHAM  NORTHAMPTON  PAIGNTON  READING  SWANSEA 

Tel  Eppmg  (037  8821  4121  Tel  Keynsham  (02721 869241  Tel  No-thamplon  106041  53012  lei  Paignton(0803|  529000       lei  Reading  (07341  585739  Tel  Swansea  (07921  70'318 

GLOUCESTER  LOWESTOFT  NORWICH  PETERBOROUGH  SIDCUP  WATFORD 

Tel  Gloucester  104521  614222  3/4  Tel  lowestotl  105021  65168  Tel  Norwich  106031  49029  Tel  Peterborough  107331  231941  Tel  0  1  302  6  2  3?  Tel  WattorrJ  10923)  243903 

HANWELL  LUTON  NOTTINGHAM  PLYMOUTH  SOUTHEND  WIMBLEDON 

Tel  01-579  5297  Tel  Lulon  10582)  583366  Tel  Nottingham  106021  869678/9  Tel  Plymouth  10752)  7081 1  K2/3  Tel  Southend  10702)  526341/?  Tel  01  9460701 

IPSWICH  MEDWAY  NUNEATON  PORTSMOUTH  STAINES  WOLVERHAMPTON 


Tel  Medway  10634)  684141    Tel  Nuneaton  (0203)  328133       Tel  Portsmouth  (07051 67391 1     Tel  Staines  10784)  52516         Tel  Wolverhampton  109021  786000 


SKINCARE 


New  from  Vichy  this  year  are  cleansers 
aimed  at  the  buoyant  rinse-off  market,  Aqua 
Tendre  cream  cleanser  for  make-up  removal 
and  body  and  facial  scrubs  an  exfoliating  gel. 

Vichy,  the  No  3  brand  in  pharmacies, 
achieved  a  53  per  cent  increase  in  consumer 
purchases  last  year,  they  say,  through  a 
sampling  campaign  in  the  women's  Press.  The 
campaign  will  be  repeated  this  year  with  twice 
as  many  samples. 

Whitehall  Laboratories  are  targetting 
Anne  French  to  1 5-24  year  olds  in  a  £500 , 000 
advertising  campaign.  The  national  scheme  of 
promotions  includes  samplings  and 
competitions,  trial  size  packs,  money-off 
vouchers  and  on-pack  gifts,  and  new 
merchandisers  are  available. 

For  Immac,  a  £lm  spend  is  planned  which 
will  include  a  new  television  commercial  and 
advertising  in  the  trade  and  consumer  Press. 
On-pack  gifts,  money  off  coupons  and  extra 
product  packs  are  planned  for  in-store 
promotion. 


Punch-drunk  style 
beauty  treatment? 

"I  never  put  anything  on  my  face  that  I  wouldn't  be  happy  to  eat,"  says 
Beverley  Squires,  beautician  at  the  Norfolk  Punch  beauty  treatment  centre, 
takes  a  look  at  some  of  the  "off-street"  competition  that  pharmacists 
have  to  face  and  the  possible  advantages  it  offers  them. 


Welle  Manor  is  a  huge,  imposing  house  in  the 
tiny  village  of  Up  well.  Once  a  Benedictine 
monastery,  it  stands  on  ten  acres  of  Norfolk 
soil,  reputed  to  be  the  richest  in  England. 
Here  thirty  herbs  are  grown  and  developed  for 
the  non-alcoholic  Norfolk  Punch.  But  the 
expansion  of  the  operation  into  a  beauty 
treatment  began  only  in  March. 

Eric  St  John  Foti  moved  to  the  manor  when 
he  retired,  about  six  years  ago.  There  he 
found  an  ancient  Benedictine  recipe  for  the 
drink,  which  the  monks  believed  to  be  a  cure 
for  the  plague,  protection  against  witchcraft, 
and  an  aid  to  childbirth.  Mr  Fori  makes  no  such 
claims,  but  he  found  the  recipe  very  palatable, 
and  has  since  developed  it  for  commercial 
purposes.  Every  week  he  receives  letters 
from  customers  who  praise  its  relaxing 
effects. 

For  centuries,  says  Mr  Foti,  Upwell  has 
been  renowned  for  its  "finest  women  in 
England"  and  this  he  puts  down  to  the  soil. 
The  manor  hall's  mud  pack  uses  silt  dug  three 
feet  down  on  the  Welle  estate,  sterilised  and 


WYETH  GENERICS 
PHARMACY  CROSSWORD  NO.  4 

The  solution  to  No.  4  will  appear  alongside  No  5  in  July,  1988. 


Clues  Across 

I  Used  to  keep  the  medicine  in  (4| 

3  Dance  of  the  lepidoptera?  |4,4] 

9  Laze  around  with  Art  in  the  quarantine  hospital  1 7) 

10  A  bit  of  value  to  the  collector  |5| 

II  Felt  relief  for  all  walks  of  life  |4,8| 

13  Rest  or  move  to  a  holiday  haunt  |6| 

15  Incant.  involve,  and  find  the  acid  (6) 

17  Snaps  when  this  material  is  used  |I2| 

20  Disease  returns  to  oil  operations  |5| 

21  Dour  Len  takes  a  spin  with  a  plate  |7| 

22  The  aim  of  every  Pharmacist  is  to  do  this  |4,4| 

23  This  is  one  way  out  |4] 

Clues  Down 

1  This  remedy  is  not  to  be  sniffed  at  |4.4) 

2  An  accessory  to  a  sharp  practice  |5| 

4  Bandit  not  related  by  marriage  |6] 

5  A  little  brain  is  required  to  solve  this  |I2] 

6  Neurosis  begins  in  a  shower  of  rain  to  form  a  vitamin  |7| 

7  Sediment  disturbed  when  eels  writhe  [4| 

8  Confused,  reports  a  pain,  medicines  are  the  result  |I2] 
12  Pointed  reference  to  botany  |8| 

14  Learned  schoolboy  |7| 

16  Mushroom  growth  |6| 

18  Here's  health!  |5| 

19  See  an  heroic  story  in  the  pictures  |4| 

Submitted  by  WH  Baker.  South  Humberside 


jlutlontoPuzzleNo.3 

cross:  I  Wyeth,  4  Agile,  8  Indoctrinate,  9  Totalitarian,  10  Religiously; 
1  Hippopotamus.  18  Beryl.  19  Rated  Down:  I  Whistler  2  End  it  all.  3  Heckling. 
Generics.  6  Lethally.  7  Write  to  II  Elite  12  Imply.  13  Impi.  14  Utter.  15  Limit, 
i  Used 


Vises  of  €5  will  foe  awarded  to  the 
enders  of  the  first  10  correct  solutions 
Srawrs  on  Bth  July  11988. 

Jame  No,  4 


Get  the  right 
result  with 


GENERICS 


QUALITY  ASSURED 


Send  your  crossword 
to  \^eth  Generics  If  it's 
selected  for  publication  here, 

  we'll  send  you  £50  Puzzles  should 

be  no  larger  than  12x12  squares 
Wjfetfrs  Generics,  Wye«h  Laboratories.  Huntercombe  Lane  South,  Taplow.  Maidenhead,  Berks  SL6  OPH. 
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mixed  with  other  herbs  and  earths. 

The  programme  begins  with  a  consultation 
with  a  beautician,  who  establishes  skin 
condition  by  asking  questions  on  skincare,  diet 
and  exercise. 

Beverley  Squires  is  trained  as  a 
horticulturist  and  beautician.  She  originally 
joined  the  company  to  grow  herbs  for  the 
punch,  and  suggested  mixing  her  horticulturaJ 
knowledge  with  cosmetic  expertise. 

She  believes  that  beauty  and  beauty 
problems  come  from  within.  Therefore  much 
attention  is  paid  to  stress  that  people  might  be 
under,  and  to  relaxing  the  customer. 

"Unless  someone  has  got  a  real  acne 
problem,  it  shouldn't  be  necessary  to  use  skin 
products  with  lots  of  chemicals.  They're  much 
too  harsh  for  most  people.  We  have  an  anti- 
stress  diet  which  we  recommend  to  people 
and  we  use  only  natural  products  which  we 
mix  individually  for  them  depending  on  their 
condition.  Mud  has  been  used  for  centuries  as 
a  face  pack,  and  we  believe  that  this  is  the  best 
treatment  for  drawing  out  impurities. ' ' 

Couldn't  we  save  some  money  and  smear 
a  handful  of  our  garden  soil  on  our  faces? '  'You 
just  don't  know  what's  been  in  mud  these 
days,"  she  laughs,  "It  was  all  very  well  in 
Roman  times  but  these  days  dogs  might  be  the 
least  of  our  problems!  This  mud  is  specially 
heat-treated." 

In  a  typical  treatment  Beverley  uses  a 
cucumber  cleansing  lotion,  followed  by  a  head 
and  shoulder  massage  with  apricot  kernel  oil. 
The  jaunty  Irish  background  music  may  or 
may  not  relax  you  as  you  lie  waiting  for  the 
mud  to  tighten  on  your  face,  but  a  squirt  of  well 
water  (containing  selenium)  will  undoubtedly 
wake  you  up. 

After  toning,  Samphire  sea  foam  is  applied 
to  moisturise  the  skin.  A  stimulating  foot  spa 
and  a  warm  glass  of  Norfolk  punch  finish  the 
treatment. 

"People  come  here  to  be  pampered," 
says  Beverley,  "They  think  of  it  as  an 
indulgence.  They  could  buy  quick  cleansing 
treatments  from  the  chemist  but  speed  isn't 
always  the  answer. .  .If  people  can  set  aside  an 
hour  a  week  to  relax  it  does  them  the  world  of 
good." 

Mr  Foti  plans  to  sell  his  treatment  to 
chemists  and  already  receives  several  letters 
a  week  from  interested  pharmacists .  '  'We ' re 
living  in  a  natural  age.  People  want  gentler 
treatments.  Our  products  are  all  made  from 
natural  ingredients  so  the  user  doesn't 
develop  skin  irritations. ' ' 

If  pharmacists  are  prepared  to  cater  for 
customers  who  like  a  gentle  and  natural 
approach  to  skincare  through  herbal 
preparations,  diet  and  relaxation  aids,  they  can 
be  helped  by  such  treatment  centres  rather 
than  threatened,  Mr  Foti  suggests.  "We've 
started  selling  into  health  stores  and  we 
welcome  attention  from  pharmacists  because 
they  can  give  expert  advice  and  they  are 
respected". 
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WE'RE  STICKING  OUR  NOSE 
INTO  SOMETHING  NEW 


Andrex  Facial  Tissues 

Leading  the  Facial  Tissues  market  into  the  1990s, 

Andrex  brings  you  top  quality  tissues  that  really  answer 
consumer  demands. 

New  standards  of  softness  and  strength. 

A  new,  unique  size  that's  been  voted  as 
the  ideal  by  mansize  and  regular  users  alike. 

With  a  £3  million  TV  campaign  and  lull 
press  support  Andrex  will  be  creating  demand 
and  growing  the  market. 

Its  what  the  market  has  been  crying  out  for. 


Andrex 

FROM  THE  BIGGEST  NAME  IN  TISSUE 

SCOTT 


SCOTT  LIMITED 

EAST  GRINSTEAD.WEST  SUSSEX  RH19  1UR  TEL  0342  27191 


Last  year  Britain 
wallowed  11.  7  million 
gallon,*  of  cream, 


109.4  million 
gallons  of  gravy 


90,000  tons 
of  sna  ils, 


and  more  Rennie  than 
any  other  indigestion  remedy. 


■ 


To  be  precise,  over  180  milium  more  Rennie 
tablets'  And  we're  not  only  bigger  than  any 
other  indigestion  remedy,  we  re  abo  spending 
more.  There  's  £2m  behind  Rennie  and  Rennie 


DUAL  ACTION  $^ 

Rennie  „ 
Rennie  Rennie 

wm 


Plus  including  a  TV  campaign  starting  in  June. 
(  The  hind  of  support  the  competition  might  find 
particularly  hard  to  swallow).  So  while  the 
British  keep  eating,  youd  better  keep  ordering. 


No.  I  in  indigestion  relief. 


"INDEPENDENT  RETAIL  AUDIT. 


OUT  AND  ABOUT 


HowRo 
Knowles  came 
up  smelling  of 
roses... 


Some  old  dusty  books  inspired  what  is  now  a  blooming  scented  toiletries  business,  steeped  in  English  tradition 


One-time  pharmacist  Roger  Knowles  sits  in  his  spacious  office 
in  the  shadow  of  Windsor  Castle.  Although  our  conversation  is 
occasionally  interrupted  by  the  babble  of  excited  voices  outside 
or  the  drums  of  the  Changing  of  the  Guard,  Roger  knows  the 
sound  of  tourists  can  only  mean  more  success  for  the  business 
he  has  created.  As  founder  of  a  fast-growing  international 
company  with  a  turnover  of  £6. 5m  and  2,000  UK  outlets  he  says, 
"I  have  no  regrets  whatsoever' ' . 

The  Woods  of  Windsor  shop  is  light,  fragrant  and  filled  with 
beautifully  packaged  toiletries  based  on  traditional  recipes.  The 
building,  which  dates  back  to  1770,  has  had  only  five  previous 
owners.  The  warren  of  narrow  corridors,  staircases  and  little 
doors  is  being  refurbished;  just  another  of  the  responsibilities  the 
Knowles  have  to  face.  A  pile  of  old  dusty  books  found  in  a 
forgotten  corner  of  one  of  the  rooms  inspired  Roger  to 
experiment  with  perfume  formulae. 

The  books,  about  80  of  them,  dating  back  to  the  beginning  of 
last  century,  contain  immaculate,  copperplate  records  of 
customers'  ailments  and  prescriptions,  and  recipes  for 
perfumes.  Exotic  names  such  as  Court  Bouquet  and  Jockey  Club 
Bouquet  jostle  with  George  IV  lavender  water  which  the  book 
says  was  "prepared  for  the  first  gentleman  in  Europe". 

Among  the  more  noteworthy  customers  have  been  Princess 
May  of  Teck,  who  suffered  frequently  from  colds,  and  Princess 
Louise  of  Battenburg  whose  prescription  shows  that  even  the 
most  noble  among  us  can  suffer  from  constipation  at  times... 

Roger  exudes  immense  confidence  and  pride  in  his  company. 
He  and  his  wife  Kathleen  made  the  decision  to  start  up  the 
business  in  1970.  Kathleen  bought  lace  from  Caleys  across  the 
road  and  made  the  sachets.  Roger  took  the  first  products  to 
major  London  department  stores,  including  Harrods  and 
Selfridges. 

How  does  someone  with  no  business  training  achieve 
success  so  easily? '  'It's  really  not  that  difficult  if  you're  born  with 
a  business  instinct"  says  Roger.  "Methods  you  can  learn,  but 
instinct  has  to  be  there . ' ' 

Didn't  he  fear  failure? 

"It  was  a  gamble,  of  course.  I  had  a  comfortable  job  as  a 
pharmacist  which  I  enjoyed,  and  I  was  good  at.  We  had  to  uproot 
to  come  down  from  Yorkshire  —  I  had  a  lot  to  lose.  But  we 
planned  everything  very  carefully. ' '  The  toiletries  business  was 
a  sideline  until  they  sold  the  pharmacy.  Kathleen  worked  in  there 
during  the  day,  Roger  at  nights  and  weekends. 


They  had  looked  at  three  towns  as  potential  places  for 
starting  a  business:  Canterbury,  Stratford-on-Avon  and 
Windsor.  "If  I  hadn't  come  to  Windsor  and  found  the  books  I 
wouldn't  be  doing  this  job.  But  the  town  has  all  sorts  of 
advantages:  the  castle  helps  to  reinforce  the  traditional  English 
image.  It  attracts  tourists  and  is  an  upper  class  area.  Even  the 
name  of  the  company  is  effective  because  of  the  alliteration." 

Some  of  the  products  have  changed  since  the  business 
began,  for  example,  the  pomanders  are  no  longer  sold  and  the 
range  has  been  extended  to  allow  complete  coordination  in  home 
and  personal  fragrances. 

The  most  recent  fragrance,  Rondaletia  was  drawn  from  the 
archives  in  1986.  Story  has  it  that  in  1844  some  mysterious 
seeds  were  discovered  in  a  shipment  of  orchids  from  Mexico. 
These  v/ere  grown  in  Kew  Gardens  into  a  flowering  shrub  called 
Rondaletia.  Based  on  the  Morrocan  Rose,  the  perfume  contains 
oriental  essences  such  as  nutmeg,  clove,  sandalwood  and 
jasmine.  The  original  formula  has  been  modified  but  its  character 
maintained. 

The  Gentlemen's  range  is  based  on  an  old  Spanish  formula. 
This  is  developed  from  Peau  d'Espagne  which  was  first  used  for 
perfuming  Spanish  leather  about  200  years  ago. 

Packaging  is  designed  to  reflect  the  company's  traditional 
image.  "We  avoid  using  modern  products  like  plastic  where 
possible",  says  Roger.  Presentation  is  helped  by  the  pictures 
taken  by  Roger's  photographer  son,  Jonathan. 

Having  a  successful  business  also  means  a  hectic  travel 
schedule.  The  company  has  the  Queen's  Award  for  Export 
Achievement,  with  exports  in  over  40  countries,  and  a  subsidiary- 
company  in  America.  Why  do  English  toiletries  have  such  wide 
appeal?  Can  a  culture  as  different  from  our  own  as  Japan  be 
interested  in  English  toiletries?  "It's  because  they  are  so 
different, ' '  says  Roger,  '  'and  because  of  our  sales  technique. ' ' 

He  finds  Japan  fascinating,  although  it  is  difficult  for  Kathleen 
to  gain  the  same  respect  from  business  people.  Their  real  love 
is  America,  closely  followed  by  Australia  and  New  Zealand. 

With  pharmacy  left  well  behind  Roger  looks  back  fondly  at  his 
old  career.  "I'm  glad  I  did  it.  It  can  be  very  amusing  at  times. 
Many  people  find  doctors  don't  have  time  to  talk  to  them  so  it's 
the  friendly  pharmacist  who  learns  the  gossip." 

Needless  to  say,  he  has  no  plans  to  return.  How  does  he  feel 
about  his  success?  "I'm  just  a  brilliant  salesman"  he  says 
grinning. 
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87%  IN  FAVOUR 
OF  UNICHEM  SCHEME 


"We  are 
absolutely  delighted  with 
this  overwhelming 
response" 

Peter  Dodd,  Chief  Executive 


OTHER  KEY  POINTS 

£  Trading  thresholds  to  remain  unchanged  until  meeting  in  1990 

£  Special  consideration  for  loyal,  long-standing  Members  reaching  retirement 

#  Proposal  to  reduce  initial  share  allocation  to  new  Members  by  200  shares 

These  announcements  were  made  at  the  recent  meeting  of  UniChem 
Members  held  at  UniChem  Ltd,  Cox  Lane,  Chessington,  Surrey. 

UniChem 

Action  for  Pharmacy 

This  advertisement  has  been  issued  by  UniChem  Limited  ("the  Society")  in  order  to  promote 
its  scheme  for  the  increase  by  Members  of  their  shareholdings  in  the  Society.  It  has  been  approved 
by  Phillips  &  Drew  Securities  Limited  which  provides  corporate  finance  services  to  the  Society.  If 
you  are  in  any  doubt  about  the  implications  of  the  Share  Scheme  you  are  recommended  to  obtain 

the  advice  of  your  investment  advisers. 
Under  the  Society's  rules  the  shares  may  not  currently  be  transferred  or  sold  to  any  third  party. 
The  shares  will  only  become  transferable  if  the  Society  is  converted  into  a  Public  Limited  Company 
following  an  appropriate  resolution  of  the  Members  in  General  Meeting. 


AIDS  TO  BUSINESS 


Remote  setting  for  'silent'  alarm 


Digital  Audio's  KP5  five  zone 
intruder  alarm  and  remote  keypad 
system  is  intended  for  small 
commercial  or  domestic  premises 
where  more  than  one  point  of 
access  to  the  system  is  needed. 

Up  to  three  remote  keypads 
can  be  connected  to  the  control 
panel  which  can  be  hidden  away. 

Unlike  many  other  systems, 
Digital  Audio  say  the  control  panel 
emits  no  noise  which  could  attract 
the  attention  of  an  intruder,  and 
even  if  the  remote  keypads  are 
put  out  of  action,  the  system  will 
continue  to  operate  normally. 

Each  keypad  has  eight  coding 
keys,  offering  over  3,000  codes. 
By  pressing  two  specific  keys 
simultaneously,  the  keypads  may 
be  used  to  generate  a  duress  or 
panic  alarm. 

Any  zones  may,  if  required,  be 
omitted  from  any  keypad.  For 
example,  exit/entry  route  and  final 
exit  contact  with  zone  1  can  be 
omitted,  allowing  zones  2,3  and  4 
to  remain  active  while  ensuring 


that  the  entry  timer  does  not 
start.  This  means  first  floor 
protection  can  be  set  while  all 
ground  floor  protection  is  unset. 
The  system  may  be  programmed 
to  set  on  final  exist  closure  or 
timed  exit. 

The  system  allows  timed  or 


latching  bell/strobe  output,  and 
has  a  speaker  output  for  driving  up 
to  two  160hm  speakers  or  one 
80hm.  Digital  Audio  Ltd,  Unit  14. 
Cranleigh  Gardens  Industrial 
Estate.  Cranleigh  Gardens, 
Southall,  Middlesex  UB1  2BZ. 
Tel:  01-8432021. 


On  the  shelf 

System  two  is  the  second  in  a 
range  of  demountable  moulded 
plastic  point-of-sale 
merchandising  display  units,  from 
Modular  Merchandising  Systems. 

Designed  to  combine  aesthetic 
appeal  with  durability  and 
flexibility,  System  Two  comes  in 
clear,  translucent  and  a  range  of 
opaque  colours,  with  easily 
assembled  components  which 
come  in  sizes  to  suit  most  needs, 
say  the  suppliers. 

Accessories  include  headers, 
skirts,  bases,  feet,  floor  gliders, 
revolving  centre  metal  pole 
options,  shelf  organiser  inserts 
and  hooks  for  hanging  displays. 

Graphics  can  be  provided, 
working  to  brief,  or  from  samples, 
say  Modular  Merchandising 
Systems  Ltd,  Gospel  Oak  Works, 
Oak  Village,  London  NWS  1YA. 
Tel:  01-485  5595. 


the  flick 
of  a  switch 

A  lighting  security  system,  which 
can  operate  any  number  of 
different  lights  anywhere  on  the 
premises  at  the  flick  of  a  single 
switch,  has  been  introduced  \>\ 
Bradcroft  Systems 

The  dual-circuit  Safelite 
system  is  said  to  be  easy  to  install 
and  operate,  and  to  be 
competitively  priced  (£140). 
Previously,  timed  lighting  devices 
have  only  operated  one  or  two 
outlets  at  a  time,  but  with 
Safelite 's  two  or  more  separate 
circuits,  wired  into  the  mains 
outlet,  the  permutations  are 
"endless". 

Internal  lights  and  those 
covering  such  areas  as  yards  and 
walkways  outside  the  main 
premises  can  be  covered. 
Selected  lighting  is  switched  on, 
the  timers  set,  then  the  master 
switch  overrides  the  designated 
lighting.  Lighting  times  can  be 
changed  on  a  daily  basis. 

The  control  panel  is  wired  into 
the  premises'  own  lighting 
circuits,  and  incorporates  both 
timers  and  a  setting  switch,  that 
can  be  set  from  15  minute  cycles 
to  a  24  hour  period.  Once  set,  it 
will  repeat  the  pattern  in  24  hour 
cycles  until  the  timer  is  changed. 
The  system  is  manufactured  to  BS 
3955:1986.  Bradcroft  Systems 
Ltd.  Unit  41,  Wilford  Industrial 
Estate,  Nottingham,  NG11  7EP. 
Tel:  0602  810115 


Signed  up 

An  updated  Offices,  Shops  and 
Railway  Premises  Act  1963 
poster  has  been  produced  by 
Focal  Displays.  It  measures  33ins 
x  23ins  and  costs  £8  +  VAT  from 
Focal  Displays  Ltd,  12  Wandle 
Way,  Mitcham,  Surrey  CR4  4NB. 
Tel:  01-640  6821. 


Our  Business  Depends  on  Your  Success 

75%  of  our  business  comes  from  recommendation. 
Why'? 

We  offer:-  1,  Professional  advice 

2,  Quality  shopfittings  made  in  our  own  factory 

3,  Fitted  by  our  own  skilled  fitters 

4,  At  realistic  prices  linked  with 

5,  Attractive  finance 
Which  all  adds  up  to  a  viable  proposition,  for  further  Information 
contact  Shopfitting  &  Design  Centre  (west  of  England) 
2a  Hallatrow  Road,  Faulton, Bristol,  Avon.  BS18  5LH.tetephone  0761  418941.  PT^!-^Uvvasso 

^  nicely  aispbyed  m 
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It's  in  the  bag 


A  shoulder  bag  for 
businesswomen  who  regularly 
carry  large  amounts  of  cash  has 
been  developed  by  Volumatic. 

The  leather  bag,  designed  to 
thwart  muggers,  is  connected  to  a 
carrier's  wrist  strap  by  a  chromed 
chain  which  readily  separates  from 
the  bag. 

Once  the  chain  is  separated 
from  the  bag,  an  alarm  and 
cartridge  is  set  off  releasing  clouds 
of  dense  orange  smoke  and  a  cash- 


staining  dye. 

If  the  bag  is  snatched, 
Volumatic  advise  people  not  to 
offer  resistance  whatsoever. 

Measuring  12  x  4  x  8in,  the 
bag  holds  about  £15,000  in  £5 
notes  and  has  a  zipped  side  pocket 
for  carrying  paying-in  books.  It  is 
aJso  available  with  only  an  alarm  or 
only  the  smoke/dye  cartridge 
fitted.  Volumatic  Ltd,  Taurus 
House,  Endemere  Road,  Coventry 
CV65PY.  Tel:  0203  648217. 


Dual  display  thermometer 


A  battery  operated,  digital 
thermometer  that  displays  inside 
and  outside  temperatures 
simultaneously  is  available  from 
Diplex.  Suitable  for  use  in  a  fridge 
or  freezer  as  well  as  indoors  or  out 
the  thermometer  has  a  3m  plug- 
in,  remote  flex  with  sensor. 

The  device  can  measure 
temperatures  over  a  range  of 


-5°C  to  +  50°C  "indoors"  and 
-40°C  to  +50°C  "outdoors", 
displaying  temperatures  in  Celsius 
or  Fahrenheit.  A  memory  stores 
maximum  or  minimum 
temperature  since  last  setting. 

The  thermometer  costs 
around  £25  + VAT,  from  Diplex 
Ltd,  instrument  division,  PO  Box 
172,  Watford,  Herts  WD1 1BX. 


Light  in  the 
darkness 

Glow-in-the-dark  safety  tape  from 
Focal  Displays  can  be  used  around 
emergency  equipment, 
emergency  notices,  light 
switches,  etc.  It  can  also  be  useful 
for  indicating  safe  passage  along 
prescribed  routes,  say  the 
suppliers.  The  tape  is  brightest  for 
the  first  30  minutes  after  lighting 
has  gone  out. 

The  standard  width  of  the  tape 
is  40mm  and  it  comes  in  5m 
(£14  +  VAT)  or  10m  (£22  +  VAT) 
lengths.  There  is  a  £4  charge  for 
orders  under  £30.  Focal  Displays 
Ltd,  12  Wandle  Way,  Mitcham, 
Surrey  CR4  4NB. 


The  D.H.S.S.  have  announced  their 
intention  to  impose  a  Parallel 
Import  Deduction  to  the 
Drug  Tariff  Discount  Scale. 
This  will  apply  to 
all  contractors. 


There  is  however 
an  alternative  to 
empty  pockets! 


Stephar((J.K.)  Ltd. 
Free  post 
Great  Yarmouth 
Morfolk  MR31  8BR 
Tel:  0493  650069 


Leading  the 
International  Field  in 
Parallel  Imports 
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THIS  ONE  IS  BIG. 


THIS  ONE 
WILL  BE  MASSIV 


No-one  beats  Radox  in  the  bath  addi- 
tives market.  Despite  all  the  recent  entries 
into  the  market,  Radox  Herbal  Bath  has 
not  only  kept  brand  leadership  but  our 
market  share  is  actually  growing  . .  * 

Now,  the  trend  is  about  to  accelerate. 
We're  launching  New  Radox  Herbal  Bath 
with: 

new  packaging 
new  formula 

new  herbal  fragrances 

AND  a  massive  £1.5  million  of  totally 
new  TV  advertising  to  make  all  four 
variants  sell  off  the  shelves  even  faster. 

Give  the  No.l  brand  the  shelf  space  it 
deserves.  Make  more  room  for  Radox 
Herbal  Bath  -  and  maximise  your  profits! 

RadQX  -  N?l  AT  BATHTIME. 


♦  Source:  A.C.  Nielsen/T.CP.I 


PERSONAL  OPINION 


One  man's  year  in  cosmetics 

Last  year  community  pharmacist  and  cosmetic  consultant  Graham  Walker  wrote  about  his  move  from  the  Lincolnshire 
flat  lands  to  Budleigh  Salterton  on  the  Devon  Coast.  Then  he  was  trying  to  establish  the  size  of  the  potential  market 
for  cosmetics  and  to  decide  which  accounts  to  open  and  close  Having  established  that  65  per  cent  of  the  population 
were  over  65  yeai  s  Graham  though  he  had  all  tie  parameters  defined.  But  he  las  wrong.  "I've  discovered  a  dynamic 
market  for  'swag'  fragrance"  Once  again  Mr  Walker  reviews  his  progress. 


Christmas  business  in  1987  was  quite 
encouraging:  being  left  with  very  little  for  our 
half  price  sale  we  can  begin  on  a  cheery  note! 
By  looking  at  our  major  account  areas,  I  think 
you  will  see  the  way  our  business  is 
developing.  So  let's  start  with  Revlon,  our 
major  cosmetic  account. 

Last  year  it  produced  approximately 
£12,000  at  retail  in  its  first  year.  But  this  was 
nearly  all  in  lips  and  nails;  Revlon  has  no 
credible  skin  care  range  and  only  aging  Charlie 
as  a  fragrance. 

It  is  interesting  to  note  the  differing 
marketing  policies  of  Revlon  and  Estee 
Lauder.  Charlie  and  Youth  Dew  were 
launched  around  the  same  time  and,  while 
Lauder  steadily  increased  the  price  point  of 
Youth  Dew,  Revlon  allowed  Charlie  to  slip 
down  the  price  chart  —  a  major  error  in  my 
view.  So  Kenneth  Green,  who  is  now 
corporately  responsible  for  Revlon,  Max 
Factor  and  Charles  of  the  Ritz  has  got  his  work 
cut  out  in  re-establishing  Revlon  in  skin  care 
and  fragrance. 

My  previous  experience  with  Lauder  and 
Arden  suggests  that  he  should  take  a  bold 
initiative  by  a  total  commitment  to  launching  a 
replacement  skin  care  range  followed  by  a  new 
fragrance.  He  tells  me  that  his  first  six  months 
as  probably  the  most  powerful  man  in 
European  cosmetics  (my  description,  not  his) 
are  going  to  take  the  form  of  a  watching  brief. 
But  I  can't  believe  that  this  gentle  giant  of  a 
man,  who  achieved  so  much  at  Charles  of  the 
Ritz ,  will  be  able  to  keep  his  hands  off  Revlon 
for  much  longer.  I  am  sure  we  all  wish  him  well 
in  the  Herculean  taste  that  he  has  before  him. 

1  must  vent  my  spleen 
on  these  machines  that 
handle  our  accounts' 


I  must  digress  at  this  point  and  vent  my 
spleen  on  those  machines  that  handle  our 
accounts:  computers  I  think  they  are  called. 
This  year  my  relationships  with  these 
machines  in  credit  control  departments  have 
descended  to  an  all  time  low.  If  my  experience 
is  typical  the  companies  seem  to  buy 
expensive  hardware  and  software  and  then 
give  it  to  a  first  year  YTS  trainee  to  operate. 
The  hours  of  time  that  I  have  spent,  and 
continue  to  spend,  sorting  out  the  rubbish 
which  is  spewed  out  by  credit  control 
departments,  would  almost  be  sufficient  to 
employ  a  second  pharmacist. 

Indeed,  with  one  company  I  handed  the 
entire  papers  over  to  my  locum  pharmacist 
and,  with  tongue  in  cheek,  told  the  company 
that  he  was  my  accountant.  There  used  to  be 
only  one  company  whose  accounts 
department  seemed  to  produce  unintelligible 
garbage,  but  the  disease  seems  to  be 
spreading  throughout  the  entire  cosmetics 


industry.  Can  I  make  this  plea  for  all  credit 
controllers  to  re-examine  their  systems, 
particularly  those  computer  generated  threats 
of  imprisonment  in  Dartmoor  unless  you  beat 
a  hasty  path  to  their  door  with  a  cheque  for 
goods  you  probably  have  not  received. 

But  back  to  trying  to  create  profit  from  our 
cosmetic  business.  We  have  several  accounts 
which  can  be  described  as  "boring".  I  am 
referring  to  Rimmel,  Max  Factor,  Yardley, 
Almay,  Vichy,  etc.  They  all  produce  very 
satisfactory  performances  but  hardly  set  the 
adrenaline  flowing.  We  operate  them  on  a 
simple  stock  and  order  principle  and  I  really 
have  no  complaints. 

However,  I  want  to  use  this  article  to  open 
up  a  debate  on  the  future  distribution  of 
fragrance  —  this  is  the  exciting,  glamorous 
part  of  the  industry.  One  thing  is  certain,  and 
that  is  that  present  situation  cannot  last  much 
longer!  What  have  we  got?  A  shambles  based 
on  pride  and  prejudice  with  no  real  concern  for 
the  retailer! 


If,  in  the  unlikely  event  of  a  fine  fragrance 
company  agreeing  to  open  an  account,  you  will 
probably  have  no  choice  but  to  accept  an 
opening  order  similar  to  a  department  store  — 
let's  say  £1 ,000  to  £2,500  -  half  of  which  will 
be  unsaleable  and  sit  on  your  shelf  for  ever. 
But  that's  only  the  beginning;  you  will  be 
expected  to  achieve  an  "agreed"  annual 
turnover  and  inevitably  find  yourself,  at  some 
stage ,  with  the  dilemma  of  having  the  account 
closed  or  buying  stock  you  don't  require.  — 

Agency  agreements  — 

'A  shambles  based 
on  pride  and  prejudice' 


These  agreements  are,  of  course,  usually  one- 
sided; I  have  never  seen  an  agency  agreement 
in  which  the  company  agreed  not  to  extend  its 
distribution  in  my  area. 

So  what  should  be  happening? 
Independents  are  discontinuing  their  direct 
accounts  and  buying  precisely  what  they  want 
from  the  "swag"  man,  or  unauthorised 
distributor  to  be  more  accurate.  So  far,  so 
good,  but  there  are  two  problems.  Firstly,  it 
is  difficult  to  ensure  continuity  of  supplies  and 
secondly,  the  profit  margin  drops  from  35  per 
cent  POR  to  nearer  20  per  cent  POR.  One 
solution,  which  is  a  bit  dodgy,  is  to  buy  from  a 
friendly  stockist  at  a  better  margin. 

I  believe  that  the  fragrance  companies 
should  appoint  regional  distributors  with 
franchise  agreements  to  open  an  agreed 
number  of  accounts  in  their  region.  By  doing 
this  the  companies  would  retain  control;  be 
able  to  expand  distribution  without  the  costs 
of  representation;  ensure  accounts  were 
properly  serviced,  and,  by  judicious 
manipulation  of  the  profit  margin,  largely 
eliminate  the  swag  man. 

Distribution  of  fragrance  is  poor  in  the 
West  Country,  largely  I  believe  due  to  the 
costs  of  operating  a  sales  force  and  I  would  be 
delighted  to  be  the  first  multi-franchise 
distributor. 

Consequently  our  venture  into  swag 
fragrance  was  extremely  successful  at 
Christmas  time. 

I've  been  asked  to  comment  on  the  men's 
market.  Well,  nationally,  it  appears  quite 
buoyant,  but  I  believe  the  figures  are  distorted 
by  the  department  stores  and  Boots.  My 
elderly  population  have  traded  down  from  Old 
Spice  to  Insignia  and  we  really  cannot  get  the 
section  moving.  One  consolation  is  that  it 
makes  stock-keeping  a  very  straight-forward 
affair. 

So  that's  my  story,  I  do  believe  we  need 
radical  reforms  in  fragrance  distribution  and 
hope  that  this  article  will  open  a  few  minds  to 
the  needs  of  the  independent  sector.  If  you 
share  my  views  please  write  to  the  Editor. 
Let's  get  some  action! 
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'Big  league' 
player's 
thanks 

Having  had  the  temerity  to 
present  myself  as  a  candidate  in 
the  recent  Council  elections  I  now 
find  myself  one  of  two  newly 
elected  members.  Once  the 
euphoria  wears  off,  reality  takes 
over  and  one  realizes  the 
enormity  of  the  responsibilities 
involved. 

I  am  sure  my  current 
experience  with  the  Scottish 
Executive  and  with  General 
Council  will  stand  me  in  good 
stead  when  I  start  to  play  in  the  big 
league.  I  would  like  to  thank  all 
who  voted  for  me  and  to  assure 
you  that  I  will  do  all  I  can  to  ensure 
their  faith  is  justified. 

Ian  M.  Caldwell 

Glasgow 


The  royal  'we' 

The  honouring  with  "Royal"  in 
the  Pharmaceutical  Society's  title 
calls  to  mind  the  attempt  to 
achieve  that  end  made  a  few  years 
ago. 

Mr  Aldington's  proposition 
was  generally  accepted  by 
Council.  Informal  inquiries  were 
made  to  see  if  Royal  approval 
would  be  given.  The  unofficial 
answer  was  affirmative  and  the 
way  open  for  official  application. 

However,  it  was  the  era  of 
socialism  and  nationalisation;  even 
the  fear  of  nationalisation  of 
pharmacy.  Further  it  was  the  era 
of  devolution,  especially  Scotland. 
The  two  groups  joined  together  in 
opposition  to  a  Royal 
Pharmaceutical  Society, 
threatening  open  opposition  at  any 
meeting.  With  this  dissention  no 
Royal  approach  could  be  made. 
The  project  was  abandoned. 

Now  that  we  have  achieved 
success,  those  with  strong 
objections  to  "Royal"  can  still  use 
MPS  or  FPS.  I  feel  sure  the 
majority  will  be  delighted  to  use 
the  new  titles. 

Mervyn  Madge 

Plvmouth 


Calling  all 
UWISTs 

My  I  inform  those  readers  who 
graduated  from  the  University  of 
Wales,  of  the  existence  of  the 
Welsh  School  of  Pharmacy  Past 


Students  Association.  The 
WSPPSA  was  formed  to  promote 
continued  contact  between  past 
students  (ex-undergraduates  and 
postgraduates)  with  each  other 
and  the  Welsh  School  of 
Pharmacy. 

There  is  an  active  committee 
which  welcomes  ideas,  and  m  the 
past  has  organised  events  for 
members.  Intended  venues  for 
the  coming  year  include:  reunions 
at  Young  Pharmacists  Group 
conference  on  June  18-19;  the 
"Class  of  '88  Graduation"  in  July, 
an  "MPS"  party  for  newly 
qualified  pharmacists  in  August, 
and  a  medieval  banquet  in 
November.  All  these  will  be  held 
in  Cardiff. 

So  far  membership  of  the 
association  has  included  mainly 
preregistration  graduates  and 
young  pharmacists,  however,  we 
welcome  members  of  every  age 
and  would  actively  encourage 
them  to  join. 

Also,  any  ideas  for  events, 
whether  large  scale  or  directed  at 
a  particular  year  group,  (eg  the 
Class  of '72),  are  welcomed  by  the 
committee.  For  further  details  of 
membership,  including  fees  and 
events,  please  contact  us  at 
WSPPSA,  UWIST,  PO  Box  13, 
Cardiff  CF1  3XF. 


H  M.  Young 

Recruitment  officer,  WSPPSA 


'Really 
useful'  PSNC 
seminar 

I  would  like  to  bring  to  the 
attention  of  your  readers  that 
Trafford  Family  Practitioner 
Committee  convened  a  seminar 
on  the  new  regulations  regarding 
pharmaceutical  contracts  and 
responsibilities  of  pharmacy 
practice  subcommittees.  The 
seminar  was  expertly  led  by  Mr 
Stephen  Axon,  secretary, 
Pharmaceutical  Services 
Negotiating  Committee. 

It  was  agreed  by  everyone 
attending,  including  Family 
Practitioner  Committee  members 
from  four  other  local  Health 
Authorities,  how  useful  and 
informative  the  seminar  was, 
especially  for  the  lay-members  (or 
potential  lay  members)  of  PPSCs. 
I  would  therefore  suggest  that 
other  FPCs  might  contact  PSNC 
so  that  their  members  might  have 
the  benefit  of  a  similar  seminar  in 
their  area. 


G  B  Wilkins 

Trafford  FPC 


Every  GP 
a  pharmacist 
by  training 

If  Dr  Hopkin  Maddock 's  ideas  are 
put  into  practice  we  might  well 
have  more  effective  democracy  in 
our  Society  (C&D  May  21 ,  p997). 
Hut  larger  Councils  and 
committees  do  not  usually 
promote  efficiem  \  The  though!  - 
of  Dr  Maddock  encourage  me  to 
repeat,  yet  again,  the  proposal  I 
have  pushed  over  many  years! 

We  should,  I  believe,  have  an 
external  independent 
investigation  of  the  whole  working 
of  the  Royal  Pharmaceutical 
Society  of  Great  Britain 
machinery.  I  recall  one  senior 
member  of  the  establishment 
taking  issue  with  my  proposal, 
telling  me  that  he  knew  he  was 
efficient.  Who  should  be  judge  in 
his  or  her  own  case? 

Pharmacy  needs,  however, 
not  merely  examination  of  its 
internal  functions.  To  deal  with 
our  problems  we  require  a  wider 
sweep,  with  the  benefit  of  the 
public  in  our  principal  goal.  We 
must  remove  ourselves  from  the 
"handmaiden  of  medicine" 
attitude,  still  too  prevalent  inside 
and  outside  our  membership.  For 
pharmacists  to  prescribe  without 
being  trained  in  diagnosis,  for 
doctors  to  dispense  without 
having  been  tutored  therein,  is 
illogical  and  wasteful.  Either  all 
dispensing  should  be  for  the 
pharmacist,  and  all  diagnosis  and 
prescribing  for  the  doctor,  or  we 
could  look  at  a  more  radical 
solution. 

In  my  submission  to  Nuffield  I 
suggested  that,  at  the  general 
practice  level,  the  qualification  of 
pharmacist  and  doctor  should  be 
common,  so  that  every  GP  would 
be  a  pharmacist,  every  pharmacist 
a  GP.  A  joint  syllabus  should  be 
drawn  up  to  combine  the 
essentials  of  both  present  syllabi. 
This  is  a  long-term  approach,  but 
I  think  the  time  is  ripe  for  radical 
steps  to  be  initiated. 

Vested  interests  and  some 
non-vested  can  clearly  find 
objections  to  the  proposal  I  have 
made.  Nor,  I  think,  will  Dr 
Maddock  enjoy  universal  support. 
Much  of  what  he  writes  I  can 
sympathise  with,  but  I  believe  we 
should  spend  more  time  and 
thought  to  outside  study  of  our 
profession. 

Introspection  is  valuable:  we 
have  had  plenty  of  this  in 
pharmacy  over  the  half-century- 
plus  of  my  experience.  The  future 
calls  for  new  remedies,  for 
innovation. 

E.A.  Jensen 

Brighton 
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NEWS 


Campaign  for 
small  firms' 
lower  rates 

A  lower  level  of  rates  for  small 
businesses  is  the  aim  of  a  joint 
campaign  by  the  National 
Federation  of  Self  Employed  and 
Small  Businesses  and  the  Forum 
of  Private  Businesses. 

Representing  over  60,000 
small  firms,  they  are  seeking 
amendments  ensuring  that  non- 
plc  businesses  with  a  rateable 
value  of  less  than  £30,000  will  pay 
70  per  cent  of  the  standard 
business  rate,  and  that  any  rate 
increases  for  small  businesses 
under  the  new  system  will  be 
limited  to  10  per  cent. 

This  will  be  forwarded  with  all 
party  support  during  the 
committee  stage  in  the  House  of 
Lords. 

They  say  this  will  redress  a 
current  injustice  —  big  businesses 
now  pay  up  to  5  per  cent  of  pre-tax 
profits  as  rates;  small  businesses 
pay  between  15  and  25  per  cent. 

And  the  groups  want  the  lower 
rate  to  be  implemented  in 
Scotland,  which  is  ahead  of 
England  and  Wales  in  legislation, 
and  where  they  say  the  average 
business  is  paying  50  per  cent 
more  than  its  counterpart  in 
England  and  Wales. 

The  two  organisations  made 
representations  during  the 
Commons  stages  that  small 
business  should  not  bear  the  brunt 
of  increases.  The  Government 
then  extended  concessions  to  the 
transitional  period  and  introduced 
a  regime  '  'capping"  increases  for 
small  firms. 


Soler  expand 

I'nichem's  travel  subsidiary  Soler 
Touriste  have  taken  over 
Sandown  Travel  Ltd. 

The  company,  which  trades 
from  Esher  High  Street,  will  add 
turnover  of  more  than  £500,000  to 
Soler's  business,  claim  Unichem, 
who  say  it  will  increase  purchasing 
power  and  lead  to  improved  offers 
for  members. 


No  ballot  for  Unichem 


Unichem  will  not  be  holding  a 
ballot  of  members  on  the  motion 
to  endorse  their  share  scheme. 

As  they  anticipated  (see 
Business  News,  last  week)  six 
of  the  13  members  voting  in 
favour  of  Philip  Hunt '  s  proposal  to 
organise  an  independent  ballot  of 
members'  views,  were  unable  to 
vote  because  they  were 
representing  limited  companies 
but  had  not  served  a  notice  of 
representation.  Philip  Hunt,  a 
majority  shareholder  in  his  Bristol 
company,  was  one  of  them. 

Chief  executive  Peter  Dodd 
says  he  does  not  anticipate  any 
negative  response  from 
members,  who  voted 
overwhelmingly  in  support  of  the 
share  scheme  at  the  AGM  (see 
C&D,  May  21). 

Philip  Hunt  says  he  is 
disappointed  but  not  surprised  at 
the  decision.  "They  have  dragged 
out  an  even  more  obscure  rule 
than  I  found  to  call  for  a  ballot! 


They  didn't  stop  me  going  to  the 
meeting,  and  they  issued  me  with 
a  voting  card." 

He  agreed  with  the  Board  that 
a  ballot  would  not  change  anything 
materially,  but  says  he  believes  it 
would  have  been  significant.  "I 
may  not  have  achieved  above  50 
per  cent,  but  may  have  held  back 
75  per  cent  endorsement.  And  it 
would  have  made  people  stop  and 
think, ' '  he  said. 

"There  is  not  a  lot  I  can  do. 
We  must  wait  for  an  EGM  or  the 
OFT,  that  will  be  the  thing  to 
change  opinions,"  according  to 
Mr  Hunt. 

Unichem's  management 
services  director  David  Walker 
said  the  validity  of  members' 
votes  was  not  checked  before 
they  were  admitted  to  the 
meeting  or  given  their  voting 
cards.  Asked  if  it  were  possible 
that  some  of  the  other  votes  were 
invalid  he  said  it  was  '  'conceivable 
but  unlikely". 


The  British  Judo  squad  met  in  London  recently  to  be  vaccinated  for 
their  visit  to  the  Olympic  Games  in  Seoul,  South  Korea,  later  this  year. 
One  of  the  vaccines  was  Engerix  B,  donated  by  the  manufacturer. 
Smith  Kline  &  French  Laboratories  Ltd.  Seoul  is  classed  as  a  high 
endemicity  area  for  hepatitis  B,  together  with  China,  other  parts  of 
South  East  Asia  and  tropical  Africa ,  where  70-95  per  cent  of  adults 
show  signs  ofhavingbeen  exposed  to  the  virus.  As  many  as  15percent 
of  the  popu  lation  in  these  areas  can  be  carrriers.  Receiving  the  vaccine 
air,  left  to  right  Neil  Eckersley,  European  bronze  medallist;  Densign 
White,  silver  medallist;  and  Elvis  Gordon,  gold  medallist, 
super-heavyweight 


First  for 
Beecham  in 
Saudi 

Beecham  have  become  the  first 
international  pharmaceutical 
company  to  sign  a  know-how  and 
licensing  agreement  with  Saudi 
Arabia. 

It  means  that  Beecham's 
penicillin  antibiotics  Amoxil  and 
Penbritin  will  be  produced  in  Saudi 
Arabia's  first  pharmaceutical 
factory  —  a  £55m  development 
employing  240  people  when 
production  starts  next  year.  In 
addition  Beecham  will  be  training 
Saudi  pharmacists  in  its  UK 
factories. 

The  new  plant  is  being  built  by 
the  Saudi  Pharmaceutical 
Industries  and  Medical  Appliances 
Corporation  (SPIMACO)  and  will 
manufacture  80  different 
pharmaceutical  products, 
providing  about  25  per  cent  of 
Saudi  Arabia's  essential 
medicines. 

The  licensing  agreement  was 
signed  in  London  by  Paul  Tatman, 
managing  director  of  Beecham's 
worldwide  operations,  and  Dr 
Saleh  Al-Omair,  the  Saudi  Deputy 
Minister  of  Finance  and  chairman 
of  SPIMACO. 

Beecham,  who  say  their 
products  have  been  prescribed  by 
doctors  in  Saudi  Arabia  for  over  20 
years,  will  provide  the  new  factory 
with  manufacturing  technology 
and  on-going  specialist  support, 
and  it  is  predicted  it  will  lead  to 
expanded  collaboration  between 
the  two. 

It  is  thought  another  four 
factories  are  in  the  pipeline. 
SPIMACO  say  they  see  this  as 
one  of  the  first  of  a  series  of 
agreements  they  hope  to  sign  with 
research  based  pharmaceutical 
companies. 

Personal  &  Corporate 
Liabilities  is  a  new  book  from 
Product  Liability  Briefing  which 
identifies  the  financial  and  penal 
risks  to  individuals  and  corporate 
bodies  and  describes  how  they  can 
be  minimised.  Written  by  Richard 
Whitaker  it  available  from 
bookshops  at  £6.50. 
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Unilever  set  up 
Parfums  International 


Unilever  have  set  up  a  new 
company  to  market  fragrance  and 
cosmetic  brands  previously 
belonging  to  Elida  Gibbs  and 
Chesebrough-Ponds. 

The  move  follows  their 
takeover  of  Chesebrough-Ponds 
at  the  end  of  1986,  and  the 
transfer  of  Ponds  toiletry  brands 
to  Elida  last  year.  The  current 
move  leaves  Ponds  as  purely  a 
manufacturing  concern. 

The  new  company,  Parfums 
International,  will  initially  market 
the  relaunched  Cachet  (see 
Counterpoints),  Audace,  and 
the  Cutex  cosmetics  line  but 
brands  handled  by  Unilever 
companies  outside  the  UK  are 
likely  to  be  brought  to  Britain  by 
Parfums  International  eventually. 

Unilever's  fragrance  and 
cosmetic  interests  around  the 
world  are  worth  over  £100m,  and 
include  major  players  in  Europe 
and  the  US,  plus  perfumiers 
Quest.  The  establishment  of 
Parfums  International  is  part  of  a 
concerted  effort  to  share 
expertise  between  these 
companies  and  facilitate  the 
setting  up  of  international  brands . 

In  this  country  the  company's 
first  move  has  been  to  cut  back 


distribution  from  over  4,000 
outlets,  to  around  2,900  and  to 
regain  salesforce  control  by 
pulling  out  of  wholesalers  and 
dealing  with  direct  accounts  only. 
There  will  be  little  change  in  the 
total  number  of  chemist  outlets  — 
two-thirds  of  the  new  distribution 
as  opposed  to  half  the  old  one  — 
but  the  company  is  looking  to 
supply  only  those  pharmacies  who 
can  "create  the  right 
atmosphere"  for  the  products. 
They  are  also  looking  to  establish 
a  better  presence  in  department 
stores. 

The  distribution  changes  are 
part  of  the  company's  avowed  aim 
of  bringing  more  glamour  into  the 
lower  end  of  the  market ,  which  it 
says  has  become  dull  by 
comparison  with  the  prestige 
sector,  and  devalued  by 
supermarket-type  display  and 
promotion,  with  too  much 
emphasis  on  lowering  prices.  As 
part  of  this  campaign  they  will  be 
formulating  a  training  programme 
for  assistants,  and  compiling  a 
database  of  known  consumers,  so 
that  retailers  can  keep  a  mailing 
list  of  customers  in  the  way  the 
prestige  fragrance  consultants  do, 
and  run  tailor-made  promotions. 


£475m  plan 
for  Surrey 

A  £475m  development  on  the 
Croydon/Sutton  borough 
boundaries,  comprising  shops, 
homes  and  a  business  park,  were 
announced  last  week. 

To  be  known  as  Valley  Park,  it 
will  be  built  by  the  Carroll  Group 
on  a  15  acre  derelict  site 
converting  an  old  power  station 
into  a  shopping  and  leisure 
complex,  and  developing  1.110 
homes  and  a  300,000  sq  ft 
business  park.  The  Group  say 
4, 500  jobs  will  be  created  and  the 
plan  includes  improvement  to 
surrounding  roads.  The  Power 
House  centre  is  planned  for 
completion  by  Christmas  1990, 
the  Business  Park  in  1993.  No 


details  of  stores  in  agreement  are 
available.  These  will  be  finalised 
nearer  the  time,  say  Carroll. 


Covering 
1992 

A  directory  listing  European  trade 
publications,  and  designed  to  help 
businesses  in  the  single  European 
market  is  being  published  by 
PIMS. 

The  directory  is  held  on 
database  and  updated  regularly, 
says  the  company.  It  lists  7,000 
titles  in  14  countries,  along  with 
circulation  figures  so  businesses 
can  select  media  for  their  technical 
news,  says  PIMS.  Subscription 
for  two  copies  a  year  is  £125.  Tel: 
01-250  0870. 
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Lichtwer  Pharma  wish  to  thank 
all   those  "Chemists  &  Druggists" 
who  have  given  tremendous 
support  to  the  launch  of  KWAI 
Highly  Concentrated  Garlic 
Tablets  in  the  UK. 

We  are  delighted  that  your 
confidence  in  Germany's  No.l. 
OTC  Health  Care  Brand  has  been 
rewarded  by  such  an  excellent 
reception  from  UK  consumers. 

-  Consumer  Trial  in  response  to 
the  first  phase  of  our  "Spice 
of  Life"  Advertising  and  PR 
Programme  has  been  phenomenal . 

-  More  importantly  a  96%  Consumer 
Satisfaction  Rating  for  the 
product's  health  benefits  and 
its  odourless,  tasteless 
features  means  that  you  can 
recommend  KWAI  with  confidence. 

-  A  94%  intended  repurchase  rate 
guarantees  that  KWAI  will  be  a 
long  term,   successful  brand. 

Please  be  prepared  for  an 
upweight  of  our  Advertising  and 
PR  support  STARTING  NOW!! 

Our  Sales  Distributors  -  De  Witt 
International  Ltd  (and/or  your 
Chemist  Wholesaler)  -  are 
awaiting  your  call  on  01-441  9310 

Thank  you  again. 

Sincerely , 

Managing  Director 
LICHTWER  PHARMA  UK 


BUSINESS  NEWS 


Colgate  restructure 
after  poor  profits 
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for  retailers 
too 

With  ex-ICI  chief  Sir  John  Harvey- 
Jones  and  Amstrad  founder  and 
chairman  Alan  Sugar  on  the 
television  urging  British  business 
to  get  ready  for  a  Europe  "open 
for  business"  in  1992,  small 
retailers  might  be  forgiven  for 
thinking  opportunities  are 
restricted  to  the  multinationals. 

But  according  to  the  European 
Retail  Trade  Forum  held  in 
Brussels  recently,  the  completion 
of  the  internal  market  in  1992 
involves  both  threat  and 
opportunities  for  small  and 
medium-sized  enterprises 
(SMEs)  in  the  retail  trade.  These 
included  a  wider  range  of  available 
goods,  a  reduction  in  controls  and 
paperwork,  balanced  by  greater 
competition  by  the  removal  of 
border  controls.  1992  would  lead 
to  a  greater  range  of  options  and 
enhanced  demand  but  with  a  real 
danger  of  imbalances  between 
regions  unless  promised  policies 
are  implemented,  as  one  speaker 
put  it. 

Some  257  participants  from  all 
twelve  members  states,  including 
the  National  Pharmaceutical 
Association's  treasurer  and  EEC 
officer  Bob  Worby,  attended  the 
Forum,  which  decided  that  the 


"Retail  sector  will 
flourish  best  in  free  and 
competitive 
marketplace" 


impact  of  all  policy  proposals 
should  be  fully  assessed  in  close 
consultation  with  trade 
representatives.  "This  would 
imply  the  existence  of  a 
permanent  and  open  channel  of 
access  for  trade  bodies. ' ' 

In  its  conclusions  and 
recommendations,  the  Forum 
decided  that  the  retail  sector 
would  best  be  able  to  flourish 
within  a  genuinely  free  and 
competitive  marketplace. 
"Competition  policy  must  be  fully 
applied  within  the  sector, 
especially  to  defend  the  interests 
of  smaller  or  more  vulnerable 
elements  and  to  tackle  problem 
areas  such  as  differential  pricing, 
which  threaten  to  distort 
markets." 

But  this  would  also  require  an 
active  programme  to  provide  for 
the  "legitimate  concerns"  of 
consumers,  the  Forum 
recommended. 


Following  a  period  of 
"disappointing"  profit 
performance  Colgate-Palmolive 
have  restructured  sales  and 
marketing  which  has  involved  26 
redundancies,  nine  early 
retirements  and  the  departure  of 
managing  director  John  McClean 
because  of '  'personal  reasons" . 

Among  the  other  senior 
executives  who  have  now  left  the 
company  are  Peter  Tyler,  general 
sales  manager,  John  Curwen, 
sales  administration  manager, 
Barry  Albone,  trading  procedure 
and  technical  manager,  and  Ian 
James,  a  national  account 
manager.  In  addition  to  the  35 
departures  there  have  been  a 
number  of  vacancies  left  unfilled  in 
recent  weeks,  says  the  company. 

It  is  not  yet  confirmed  who  will 
take  over  as  the  group's  md,  but 
David  Enfield  who  has  worked  for 
the  company  in  Canada,  the  States 

Meet  local 
optometrists 

Smith  &  Nephew  will  be  holding 
two  joint  meetings  for 
optometrists  and  pharmacists  on 
the  medical  treatment  of 
glaucoma.  Dr  Graham  Hopkins 
from  Smith  &  Nephew  will  lecture 
on  types  of  treatment  available 
and  recent  developments. 

The  meetings  will  take  place  at 
the  Inn  on  the  Park,  34  Deemount 
Terrace,  Bolmuire  Road, 
Aberdeen  on  June  7  and  the  New 
Continental  Hotel,  Millbay  Road, 
Plymouth  on  June  15.  Both  start  at 
7.30pm  and  a  buffet  and  wine  will 
be  provided.  Admission  is  by 
invitation  only,  further  details 
from  Heather  Thomas,  Smith  & 
Nephew  Pharmaceuticals  Ltd. 
Tel:  04023  49333. 


Healthcare 

An  international  exhibition  of 
equipment  and  supplies  for 
hospital  and  community  health 
care  will  take  place  at  the  National 
Exhibition  Centre  in  Birmingham 
from  June  14-16. 

The  exhibition  is  divided  into 
three  sections:  medical  products 
and  technology;  building  services 
and  maintenance  and  institutional 
products.  There  will  be  lectures 
on  infection  control,  and  surgery, 
hazards  of  anaesthesia  and  other 
topics. 


and  Greece  has  been  appointed 
chairman  and  executive  director. 
Other  ex-staff  are  not  likely  to  be 
replaced,  says  the  company. 

The  job  losses  stem  from  both 
the  London  office  and  Salford 
factory,  though  Colgate-Palmolive 
say  there  is  no  foundation  in  a 
rumour  that  it  is  considering 
closing  its  factory  in  Salford.  "But 
we  are  reviewing  all  our 
manufacturing  operations  in 
Europe  as  a  consequence  of 
1992, ' '  added  company  secretary 
John  Barker. 

He  says  poor  profits  are  down 
to  competitive  trade  pressure  and 
the  rise  in  media  costs.  These 
have  reduced  the  company's 
ability  to  invest  behind  new  and 
existing  brands  despite  good  sales 
growth,  he  says. 

The  group's  profits  for  the  15 
months  ending  December  1987 
have  not  yet  been  released. 


Admission  to  the  exhibition  is 
free  and  the  cost  of  the  lectures 
varies  from  £35  to  £55. 

Further  details  from  Trinity 
Healthcare  Exhibitions  Ltd.  Tel: 
0895  56752. 


CPP  seminar 

The  College  of  Pharmacy  Practice 
is  holding  a  seminar  on  research 
interviewing  at  Bell  House,  111 
Lambeth  Road,  London  SE1  7JL, 
on  June  22,  at  2pm. 

The  seminar  will  be  conducted 
by  Miss  Jean  Morton- Williams, 
assistant  director  of  the  Survey 
Method  Centre.  The  fee  is  £15  for 
college  members  and  £20  for  non- 
members.  Further  details  from 
Rosemarv  Mitchell.  Tel:  01-735 
0418. 


Thursday,  June  9 

Weald  of  Kent  Branch,  Royal 
Pharmaceutical   Society,  The 

Postgraduate  Medical  Centre,  Kent  & 
Sussex  Hospital,  Mount  Ephraim, 
Tunbndge  Wells  at  7.30pm.  Mr  Brian 
Gent,  product  training  manager  Scholl 
Consumer  Products  Ltd,  talks  on 
"Graduated  compression  hosiery" . 

Advance  information 

The  Proprietary  Association  of 
Great  Britain  is  to  hold  its  annual 
meeting  at  the  London  Hilton,  Park 
Lane,  London  Wl,  on  June  30  at 
6.15pm.  Items  on  the  agenda  include 
election  of  the  president,  other  officers 
and  executive  committee.  The 
meeting  will  be  followed  by  the  annual 
dinner  at  6.45pm  for  7.36pm  (tickets 
£56).  Applications  to  Mrs  Samantha 
Avion.  PAGB,  Vernon  House.  Sicilian 
Avenue.  London  WC1A2QH. 


Bear  Brand 
demerge 

Hosiery  manufacturers  Bear 
Brand  are  demerging  from  the 
Tranwood  Group's  financial 
services  division. 

The  company  will  become 
Bear  Brand  pic,  retaining  its  full 
listing  on  the  Stock  Exchange.  It 
will  be  headed  by  James 
Oppenheim  as  chairman,  with 
Peter  Earl  and  Gilbert  Chalk  as 
non-executive  directors  and  Alan 
Cotton  and  Bryn  Davies  as 
executive  directors. 


Scholarship 

Distributive  industry  employees 
are  being  invited  to  apply  for  the 
1989  George  Spencer  scholarship 
for  research  into  training. 

Applications  should  be  sent  to 
training  development  officer, 
DCT  Retail  Services  Ltd,  North 
Bar,  Banbury  OX16  0TX,  by 
October  1. 


Royal  Society  of  Health.  Meeting 
on  "Immune  recognition  of  protein 
antigens"  at  the  Royal  Society,  6 
Carlton  House  Terrace,  London 
SW1Y  5AG.  July  6-7.  The  closing  date 
for  applications  is  June  27,  and  lunch  for 
a  limited  number  will  be  £7.20.  Details 
from  the  executive  secretary.  Tel: 
01-839  5561,  ext  227  or  278. 
EPoS/EFTPoS  '88.  Conference  and 
exhibition  on  electronic  point  of  sale 
and  electronic  fee  transfer  at  point  of 
sale  retail  systems,  at  the  Alexandra 
Palace.  London.  September  13-16. 
Fees  are  £125  for  a  half  day,  £250  full 
day,  and  £795  full  conference  place, 
with  a  10  per  cent  discount  for 
pavment  before  June  30.  Further 
details  from  Jo  Enefer.  RMDP  Ltd. 
Tel:  0273  722687. 

Cosmetic  Toiletry  and  Perfumery 
Association.  Course  to  promote 
microbiological  standards  in  the 
cosmetics  industry.  July  4-8.  The 
course,  run  jointly  with  the  North  East 
Surrey  College  of  Technology,  will 
cover  at  an  elementary  level, 
sanitisation,  microbiological 
techniques  and  factory  hvgiene.  Fees 
will  be  £400  for  CTPA  members  (£500 
non-members),  excluding  hotel 
accommodation  (about  £35  per  night). 
Further  information  from  Fiona 
Hesketh.  CTPA,  35  Dover  Street. 
London  W1X  3RA.  Tel:  01-491  8891 . 
I'nited  Kingdom  Clinical 
Pharmacy  Association.  Residential 
symposium  at  the  Cairn  Hotel. 
Harrogate.  November  25-27.  The 
symposium  will  include  workshops  on 
problems  in  clinical  pharmacy, 
cardiopulmonary  resuscitation  and 
AIDS,  a  poster  session  and  a  medical 
exhibition.  The  cost  is  £105  for 
UKCPA  members,  £120  non- 
members  including  accommodation. 
Closing  date  is  October  10.  Further 
details  from  Mr  L.A.  Goldberg, 
district  pharmaceutical  officer.  Salford 
Health  Authority,  Peel  House,  .Albert 
Street,  Eccles,  Manchester. 
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APPOINTMENTS 


Aliens 

CHEMISTS 


ALLENS  CHEMISTS  A||eriS 

Netherthorpe  House    ^  chemists 
101  Netherthorpe  Road 
.  Sheffield 

iJ  S3  7EZ 


ARE  YOU  DUE 
TO  REGISTER 
THIS  SUMMER? 

Whether  from  hospital  or  retail,  we  give  full  initial  and 
follow-up  training,  and  every  assistance  to  help  you 
settle  in. 

Our  ambitious  expansion  programme  will  create  vacan- 
cies in  the  following  areas: 

SHEFFIELD,  ROTHERHAM,  SOUTH  YORKSHIRE, 
SCUNTHORPE,  GRIMSBY,  NORTH  HUMBERSIDE, 
DERBYSHIRE,  NOTTINGHAMSHIRE,  LEICESTER- 
SHIRE, LIVERPOOL,  WEST  MIDLANDS. 

Please  contact  Mr  Michael  Swan,  MPS,  Retail  Director  at 
the  above  address  or  telephone,  reverse  charge,  on  0742 
756303  daytime  or  0246  81 2645  evenings. 

PLAN  FOR  TOMORROW  TODAY 

Aliens 

CHEMISTS  ,™, 


OVERSEAS  OPPORTUNITIES 


Paradise  holidays  for  winter  golfers. 
Lennox  Country  Club,  Estoril,  Portugal. 

Ilu\  .?6  bedroamed  4  star  hotel  has  an  international  reputation  amount  golfer 
t<>r  n\  high  standard of  ■  uisine,  friendh  andeffii  tent  servu  <-.  <  ////'  house  tit 
mosphere,  ami  popular  Honest  \  Bui  open  24  hours  a  da\   H  ith  chain  •  >/  >' 
superb  i  ourses  u<  offer  a  seven  night  package  Irani  October  '88  to  April  '89  t< 
includi  hall  board,  unlimited  housi  n-im  ivithmeals.  6da\s  i-reen  fees  and 
transpt  hi   >  tin  i  nurses 

For  further  details  riny:  Northwaj  Travel  -  051-525-9397/8. 


Cancellation  deadline  iipm  Monday  prior  to  publication  date. 
Display/Semi  Display  £16.20  per  single  column  centimetre,  min  30mm 
Column  width  42mm. 

Whole  Page  £1620.00  (250mm  x  180mm)  Half  Page  £810.00 
(125mm  x  180mm)  Quarter  Page  £405.00  (125mm  x  88mm) 
Box  Numbers  £3.00  extra  Available  on  request. 
All  rates  subject  to  standard  VAT. 


AGENTS  REQUIRED 


MANTAGOLD LTD 

SPECIALISTS  IN  COLOUR  COSMETICS  AND 
COSMETIC  GIFT  PACKS  REQUIRE  AGENT 
FOR 

NORTH  ENGLAND  SOUTHWEST 
IRELAND 
MIDLANDS  SCOTLAND 

Please  write  to  Managing  Director 
MANTAGOLD  LTD.  UNIT  2.  ROYAL  LONDON 
ESTATE.  WEST  RD.  LONDON  N17. 
TELEPHONE:  01  801  0727 


BUSINESS  FOR  SALE 


SOUTH  EAST 

Wholesale  and  retail  drug  store  operator  for  sale  as 

a  going  concern.  From  freehold  and  leasehold 
premises.  Turnover  £1.25  mpa.  £600,000  for  the 
premises  and  business.  Stock  at  valuation. 
BOX  C&D  3312 


BUSINESS  WANTED 


SMALL  MAIL  ORDER  RUSINESS  WANTED 
MIN  T/0  £50kp.a. 

BOTH  PROFITABLE  AND  RECOVERY 
SITUATIONS  CONSIDERED. 
WRITE  TO  CHEMIST  &  DRUGGIST 
BOX  C&D  3313 


LABELS 


COMPLETE  LABEL 
PRINTING  SYSTEM 
£495  +  VAT 

includes  deliver)  and  1  year  parts  and  labour  off-site 
service. 

Mrs  Caldwell,  kirln-Oldham  Ltd,  Busk  Road, 
Oldham  OL9  6Q2. 
Tel:  061-620  1421. 
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SHOPFITTINGS 


STOCK  FOR  SALE 


IEXDRUM 

L— .  S  TO  R  E  F I  ITERS  —  J 


COM  PR  E  HI 
INSTALLATH 


0626-834077 

DESIGN,   MANUFACTURE  AND 
ICE  FOR   THE  RETAIL  PHARMACY 


KING  CMAR.ES  BwS'NtSS  PARK   OlO  NtWTON  »OAD  MCATMf IEID  DEVON  TOU  6UT 


STOCK  FOR  SALE 


UNIT  A6,  83  COPERS  COPE  ROAD, 
BECKENHAM.  KENT  BR3  1NR 
TEL:  01-658  2255  TELEX:  263832 


MANY  SPECIAL  OFFERS  THIS  MONTH  INCLUDING: 


DELIVERY  THROUGHOUT  UK 

UK  SPECIAL  OFFER 

TAMOXIFEN  10mg  TA&S  (WYETH) 
£16.00  PER  PACK  OF  250  TABS 


50  FILMS  PER  DAY 
HILAR  FOR  SALE 

Space  required  9ftx6ft.  Ideal 
for  drugstore/chemists,  this 
KIS  Magnum  Speed  Minilab 
will  process  up  to  50  films  per 
day.  GP  70%  on  return.  2  1 

years  old,  6  months 
warranty,  1  weeks  training 
£7500  including  delivery  and 
installation. 

Ow  ner  buying  bigger 

Minilab 
Tel:  (0224)  770826 

and  ask  for  Murray. 


HUGE  STOCKS  OF 
ALL  BRANDED 
FRAGRANCES 

*  -Or  A 

<  OMPKTITIVK  PRICKS 

★  ★  ★ 

H  AST  l)KIJVKR\ 
(Free  delivery  for  large 
oroers) 

★  *  * 

Krieiicllt  reliable  service 

*  ■*  ★ 

t  'onUnl  the  Kxperts 

SujjO^'ClC  WHOLESALE 

01-226  1984  or  01-226  0091 
for  catalogue 

Suppliers  of  Perfumes. 
Cosmetics.  Toiletries  and 
Giftware  for  seven  years. 


THE  FILM  MAN 

DAVEROTHWELL 

1  1  O/ 1  2  exposure  55  pence 

1  1  0/24  80  pence 

126/12  25pence 

126/24  80  pence 

135/1  2  from  70  pence 

1  35/24  from  75  pence 

135/36from  E1.00 

Disc  from  80  pence 

HR  1  00/400.  1  20  95p 

FUJI  Chrome  1  OO  1  35/24  inc  £2.50 
FUJI  Chrome  400  1  35/36 


FUJI  CN  1  35/24 
FUJI  CN  1  35/36 


inc 

processing 
£2 
£  1  . 
£1 


50 
50 
80 


Paper  and  chemicals  for  Minilabs 
supplied. 

D.  V.  ROTHWELL  LTD, 

1 38  Westmorland  Avenue,  Blackpool  FY1  5QW. 
Telephone:  0253  697094 
Car  phone:  0836  504885 


PERFUMES 

COSMETICS  —  TOILETRIES 
GIFT  SETS 

Import  and  clearance  lines  at  superb  prices. 
Phone  for  order  form  or  visit  our  showroom. 
Monday  to  Friday  9.00-6.00  Sunday 
9.00-2.00 


CAPITAL  COSMETICS  LIMITED 

MALGAVITA  WORKS, 
MERRICK  ROAD 
(FORMERLY  BRIDGE  ROAD) 
SOUTHALL,  MIDDLESEX 

UB2  4UA 
TELEPHONE:  01-571  7886 
TELEX:  933879  CAPCOS  G 

FREE  DELIVERY  UK 


STOCK  WANTED 


AVAILABLE  EX-STOCK 

FOR  COMPETITIVE  QUOTE  CONTACT: 
OPTICMEAD  LTD.  TELEPHONE:  01-854  1966 
OR  TELEX:  265736  OPTICM  G. 


WANTED 

★  PERFUMES 
★  KODAK 

★  DURACELL 

Telephone:  9312100428  AA 
Fax:  01-840  1963 
Tel:  0836  256975 

PLEASE  QUOTE  REF:  PERFUMES 
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PRESCRIPTION  LABELLING 


John  Richardson 
Compui en  Lid 


►  In  Pharmai  v  Labelling 

►  In  Auto-(  )rder  Slot  k  ( lontrol 

►  In  Customer  Service 

►  In  Systems  Development 


10%  Discount  to  all  NPA  members 

I  REE  POST,  Preston  PR 5  (iHK  Telephone:  (0772)  XlMbW 


u 

o 

n 


CHEMPRINT 

&  PACKAGING  (LANC) 


FOR  ALL  YOUR  LABELLING 

REQUIREMENTS  PHONE  BARRY 

D LITTON  ON:  (0704)  895677 

Unii2  Gilbert  Place.  Burscough  Industrial  Estate  Higgins 
Lane.  Bursenuelt  L jfk >  L408JS 


W  1 


JTY  LABELS  -  OR  NO  CHARGE - 

tffl    V^i  "tone;  051-708  8800 

r\jRli\mai^&  PorAf  Printing, 

VDllMTinUinM  41-43  Parliament  Street, 

U\ii\\mm  Liverpool L85RN. 

lUWMUflPM      I    OFFER  APPLIES  TO  U.K.  MAINLAND  ONL  Y 


SCREEN  PRINTING 


SCREENIT  ART§\ 
LIMITED 

SILK  SCREEN 
PRINTERS 

Quality  silk  screen  printing  on  all  types  of  bottles, 

caps,  tubes,  cans  etc.,  point-of-sale  material, 
laminates  and  plastics.  Single  or  multiple  colours. 

•  FAST  SERVICE 

•  QUANTITIES  LARGE  OR  SMALL 

•  TOP  CLASS  PRINTING 

•  ART  WORK  AND  DESIGN 
DEVELOPMENT  SERVICE 

9 Garman  Road,  London  N170UR 
Tel:  01-801  3171     Telex:  263766 


TO  ADVERTISE  IN 

CHEMIST  & 
DRUGGIST 

Ring  Kevin  Home  on  0732  364422 
Ext  318. 


PERFUME  &  COSMETIC  ANALYSIS 

\  rapid,  reliable  &.  competitive  testing  service  for 
alcohol  denaturatits  &  Cosmetic  Product  Regulations. 

HERD  &  MUNDY  LTD, 
THE  EDGELEY  INSTITUTE 
1 44  CASTLE  STREET,  STOCKPORT. 
TEL:  061-429  9555. 


SHOPFITTINGS 


mar  spec 

^Si  SHOPFITTING  LTD 


A  complete  shoplifting  and  design  service,  at 
competitive  prices  fot  the  phatmacist 


Southern  Office 

Unit  4b, 
Grace  Road. 
Marsh  Barton. 
Exeter,  Devon 
Tel:  0392  216606 


Northern  Office 

4  Piestwood  Court. 
Leacroft  Road, 
Risli'V,  Wrimnqloii, 
Cheshire 

Tel:  0925  827292 


PHARMACY  STORAG 

Shelf  &  Base  Units 

•  Inexpensive 

•  Ready  assembled 

•  Simple  installation 

•  Numark  recommended 

•  Full  shopfitting  service 
available 

Details  from 

Raystone  Contracts  Co,  Unit  4,  Gresley  Rd  Ind.  Est, 
Keighley  BD21  5JG  W.  Yorks.  Tel:  0535  661 125 


Li 


Is 


LUX  LINE 

SHOPFITTERS  FOR  THE  PHARMACY 

REFITS,  NEW  INSTALLATIONS,  CEILINGS,  SHOPFRONTS, 
ELECTRICAL,  FINANCE,  NPA  Et  NUMARK  APPROVED. 
SO  CONTACT  US  riOW 

LUXLINE  LTD 

8  COMMERCE  WAY  LEIGHTON  BUZZARD,  BEDS 
TEL  0525  381356 


SHOPKIT  SHOPFITTINGS 

Your  Shopfitting  system  made  by  Independents  for  Independents  After 
26  years  in  manufacturing  WE  know  the  pitfalls1  For  sound  advice,  great 
products  and  realistic  costs  contact  the  experts  or  call  into  one  of  our 
showrooms 

SHOPKIT,  50  Ivatt  Way,  West  wood  Industrial  Estate.  PETERBOROUGH 
PE3  7PN  Tel  (0733)  265263 

SHOPKIT,  Unit  5.  Gallagher  Terrace,  Park  Road  Industrial  Estate. 
Blackhill.  Consett.  CO  DURHAM DH8 5UN  Tel  (0207)591146 
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NPA  appoints 

legal 
executive  in 
reshuffle 

Glyn  Walduck  has  joined  the 
National  Pharmaceutical 
Association  from  British  Rail  to  be 
its  legal  executive,  providing  legal 
advice  and  a  defence  and 
indemnity  service  for  members. 


Mr  Walduck  (above)  will  work 
alongside  chief  executive  Tim 
Astill  and  assistant  secretary  Jim 
Downing  on  Chemist  Defence 
Association  matters,  and  will  be 
appointed  secretary  of  the  Joint 
Industrial  Council  for  pharmacists 
and  assistants  to  represent 
employers  in  wage  and  terms  of 
service  negotiations. 

Previously  managing  clerk  in 
British  Rail's  litigation  division 
based  at  Paddington,  Mr  Walduck 
is  an  associate  member  of  the 
Institute  of  Legal  Executives.  He 
is  29  years  old,  married,  and  with 
no  children. 

Although  familar  with  the 
"Ask  your  pharmacist" 
advertising  campaign  Mr  Walduck 
professes  a  good  health  record 
with  no  recent  need  for 
pharmaceutical  expertise  and 
help.  But  just  one  week  into  his 
new  appointment  the  variety  and 
range  of  legal  advice  required  by 


UT  PEOPLE 


Eric  Fortune  has  another  nibble  to  keep  his  strength  up  at  his  official 
retirement  party  while  new  head  ofpharmay  planning  Ray  Todd  and 
assistant  Kathy  Chesterman  toast  him.  Staff presented  Eric  with  a  desk 
reading  lamp.  Mr  Fortune  now  works  as  a  consultant  two  days  a  week 
for  the  National  Pharmaceutical  Association 


pharmacists  has  impressed  him. 

The  NPA's  first  job  share, 
begun  last  October,  proved  so 
successful  for  joint  information 
officers  Jo  Field  and  Mary  Allen, 
that  both  elected  to  work  full  time 
when  the  opportunity  presented. 
Mrs  Field,  a  mum  of  two  years 
standing,  found  if  difficult  to  kick 
the  fulltime  work  ethic,  and  has 
taken  over  from  Colette 
Macready  as  technical  officer, 
responsible  for  the  technical 
content  of  NPA  material.  She  is 
currently  working  on  the 
remaining  elements  of  the  NPA 
Guide  and  hopes  to  see  their 
publication  in  the  Autumn. 

Mrs  Allen  joined  the  NPA  last 
year  with  experience  of  hospital 
and  retail  pharmacy.  She  is  now 
fulltime  information  officer  with  a 
five  strong  team  with  two  new 
members:  Gill  Suter  and  Ann 
Shepherd.  A  preregistration 
student  is  shortly  to  join  the 
department  splitting  the  training 
year  50:50  with  board  member  Jo 
King  who  has  pharmacies  in 
Norwich. 

Colette  Macready  moves  to 
the  new  post  of  public  affairs 
officer.  She  now  runs  the  branch 
organisations  and  regional 
conferences  and  becomes  EEC 
liaison  officer,  taking  over  from 
Will  Kneale.  In  addition  she  is  to 
co-ordinate  the  NPA's  promotion 


of  pharmacy  to  the  public,  other 
professions  and  Parliament. 

Finally  Ray  Todd  is  pharmacy 
planning  officer  following  the 
official  retirement  of  Eric  Fortune. 
However,  Mr  Fortune  will 
continue  to  work  two  days  a  week 
for  the  Association  as  consultant. 


Barber 
retires  from 
Sterling 

Eric  Barber,  who  joined  the 
Sterling-Winthrop  Group  as  an 
accounting  assistant  in  1953 
retired  this  week  after  a  long 
career  including  the  last  ten  years 
as  chairman  of  the  board. 

Mr  Barber  became  chief 
accountant  when  Sterling- 
Winthrop  Group  was  formed  in 
1960.  He  was  elected  to  the  board 
as  group  finance  director  in  1969 
and  deputy  chairman  in  1972. 

In  1976  he  was  appointed  to 
Sterling-Europa  executive, 
through  which  the  European 
activities  of  Sterling  Drug  Inc,  are 
coordinated.  He  has  been  its  vice- 
chairman  since  early  1987. 


Andress 
steps  in  at 
Beecham 

James  Andress  has  been 
appointed  chairman  of  Beecham 
Pharmaceuticals  with  effect  from 
July  18.  He  will  be  appointed  to  the 
Beecham  Group  board  in 
September. 

Mr  Andress'  appointment 
follows  James  Pollard's  planned 
decision  to  relinquish  the 
chairmanship.  Jim  Andress,  aged 
49,  is  currently  president  and  chief 
operating  officer  of  New  York- 
based  Sterling  Drug.  He  has  held 
top  executive  positions  in  Sterling 
for  four  years,  including  head  of 
their  international  operations. 
Prior  to  joining  Sterling,  he  was 
with  Abbott  Laboratories  Inc  for 
ten  years. 

Duphar  Laboratories  Ltd:  Dr  Vernon 
Harten-Ash  and  Dr  Mercia  Page 
are  appointed  medical  advisers, 
medical  relations  department. 

H&R  Ltd:  Knut  Rossbach  has  been 
appointed  managing  director  of 
the  fragrance  and  flavour 
manufacturers.  He  was  formerly 
md  at  H&R  Australia. 

Cambridge  Selfcare  Diagnostics:  Denis 
Cosgrove  has  been  appointed 
national  sales  manager. 

Spectrum  Marketing:  Mark  Rosen, 
formerly  product  manager  of 
David  Anthony  Pharmaceuticals, 
has  joined  as  sales  manager  and 
John  Whitehead  has  joined  as  area 
representative  for  Yorkshire. 

College  of  Pharmacy  Practice:  Dr  S. 

Gordon  is  appointed  regional  tutor 
for  the  Wessex  region.  Dr  Gordon 
is  a  community  pharmacist  and 
lecturer  at  the  School  of 
Pharmacy,  Portsmouth 
Polytechnic.  Dr  V.  Standing  is  the 
regional  tutor  for  the  North  West 
region.  He  is  the  regional 
pharmaceutical  officer  and 
director  of  postgraduate  education 
of  the  North  Western  Regional 
Health  Authority. 


Typesetting  and  graphics  by  Magset  Ltd.  Sidcup,  Kent.  Printed  by  Riverside  Press  Ltd.  Whitstable.  Kent.  Published  by  Benn  Publications  Ltd.  Sovereign  Way,  Tonbndge,  Kent  TN9  1RW. 
Registered  at  the  Post  Office  as  a  Newspaper  30/22/8s  Contents  £  Benn  Publications  Ltd  1988.  All  nghts  reserved.  No  part  of  this  publication  may  be  reproduced,  stored  in  a  retrieval  system,  mechanical  photocopying, 
recording  or  otherwise  without  the  prior  permission  of  Benn  Publications. 
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If  the 
skin 
reacts  - 

so  can  you 


..about  40  per  cent  of  patients  will  suffer 
a  skin  complaint  every  year.  The  majority 
of  these  complaints  are  minor,  self-limiting 
conditions  and  very  well  suited  to  self- 
medication.  If  effective  dermatological 
agents,  such  as  1  per  cent  hydrocortisone, 
are  made  available  (with  appropriate 
patient  education),  a  considerable 
reduction  in  patient  morbidity  and 
general  practice  workload 

might  be  achieved.  J 


Rademaker  M,  Munro  D.  Mims  Magazine 
1  May  1986:  30-32. 


Cream  and  Ointment  containing  hydrocortisone  BP  1% 


Product  information 
Presentation 

Efcortelan  P  Cream  and  Ointment 
contain  10%  Hydrocortisone  BP 
Indications 

For  the  treatment  of  irritant 
dermatitis,  contact  allergic  dermatitis 
and  insect  bite  reactions. 


Dosage  and  administration 

Use  sparingly  over  a  small  area  once  or 
twice-a-day  for  a  maximum  period  of 
1  week. 

Contra-indications 

Do  not  use  on  the  eyes  or  face, 
ano-genital  region,  or  broken  or 
infected  skin.  Do  not  use  in  pregnancy 
without  medical  advice. 


Not  recommended  for  use  in 
children  under  10  years  of  age 
without  medical  advice. 
Product  Licence  numbers 
Efcortelan  P  Cream  0004/0327 
Efcortelan  P  Ointment  0004/0326 
Product  Licence  holder 
Glaxo  Operations  UK  Limited 
Greenford,  Middlesex  UB6  0HE 


Glaxo 

Leaders  in  topical 
steroid  therapy 


Further  information  on  Efcortelan  P 
(trade  mark)  is  available  on  request  from: 
Glaxo  Laboratories  Limited 
Greenford,  Middlesex  U36  0HE 


With  Dettol's 
winning  formula, 
the  competition  will 

soon  be 
feeling  the  squeeze. 

Dettol  Cream  has  a  winning 
formula  that's  going  to  make  it  a 
top  seller  for  you. 

Firstly,  there's  TV  advertising 
with  high  impact  and  memorability. 

Plus,  of  course,  the  fact  that 
Dettol  Cream  has  not  just  one,  but 
two  powerful  antiseptics:  Chlor- 
oxylenol  B.P.  and  Triclosan.  Both 
are  as  tough  on  germs  as  they  are 
soothing  and  gentle  on  skin. 

And  Dettol  Cream  has  been 
proved  to  offer  an  extremely  high 
level  of  protection  during  'in  vivo' 
skin  tests. 

So  Dettol  Cream  really  does 
have  the  formula  for  success. 

Doesn't  that  deserve  your 
valued  recommendation? 


The  power  to  protect 


The  gentleness  to  care 


